










—— 


NOVEMBER 
DISPLAY F 
S OR VICTORY 1944 





My 
fi if 




















For ; 
PULLING POWER 
-New Kawneer 


\Nw —») 7 é 
















Tuere's something new in store-fronts! 











What does it mean to you? Greater pulling power for your 
displays— more volume, and more profits, for your store. 

Kawneer, pioneer store-front manufacturer, has developed a 
new concept of store-fronts as retail advertising, as “Machines 
For Selling’! Leading authorities on architecture and retail 
merchandising have cooperated. Forty years’ experience in 


helping merchants pull people in has been analyzed. New awnee 
products and new services are the result. 

You can cash in on this up-to-the-minute store-front knowl- STORE-FRONTS 
edge. The Kawneer distributor in your locality is equipped 


to serve you. Give him the opportunity of studying your in- SMACHINES FOR. SELLING! 
Rea ere a ern eee 


dividual store-front problem. Mail the coupon today! 





The ability of your displays to-sellamercchan- 2.20 = 9999 90S S994 69] 3666565636 =S=555==——- 
dise and the success of your work depend on THE KAWNEER COMPANY 
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5 911 Front Street, Niles, Michigan M-409 
greater PULLING POWER for your store, bring- Please send copy of booklet on Kawneer ‘Machines For bs sti 
: ° ° Selling’’. 
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Merchandise, inspired by the gay colors and patterns of our neighbors to the south, find ready ¢ustomer acceptance. In_all departments stock 


‘ ; 
will follow this decorative trend. Plan now the proper settings to dramatize your displays. Sell|colors and glamour Build good will. 
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M-401—“‘‘Citrus Fruits’? Comura, 15”x90”, processed in 10 bright, luscious 
halftone colors, sculptured effect technique, on flexible Comura stock. Use like wall- 
paper, staple or mount to any background Ea. $3.75 


Mexican Bowls and Tropical Fruits 


Here is a set of beautiful props that lend themselves to dozens of interesting fashion 
settings. You will use them over and over again to accent the gay, bright colors pre- 
dominating in today's merchandise. The bowls are sculptured in hand laid papier mache, 
in two giant sizes, finished in hand painted oil colors, Mexican 

designs. The fruit, too, is sculptured by hand in full relief papier 

mache, hand painted in natural colors. Is offered in a set of 7 

pieces, Lime, Lemon, Grapefruit, Orange, Tangerine, Gourd, 

Pineapple, scaled to heroic size. 

M-404-A ‘Mexican Bowl,’’ 33” diameter, 10” high Ea. $22.50 


M-404-B ‘‘Mexican Bowl,” 21” diameter, 10” high_- _..Ea. 16.75 
M-405 “Citrus Fruit,’’ Group of 7 pieces Per Set 19.75 
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Effective fashion treatments as created by one of America’s finest stores. 


MEXICAN LUTE 


M-410—*‘‘Lute,”’ sculptured in full 
round papier mache, sturdily wood 
reinforced, finished magenta and 
yellow, varied colored streamers, 
yellow strings, 48” long, 15” 

wide, 12” deep. Ea. $16.50 


M-409 —="‘Donkey Group” Hanging. This clever Disney design 

'S screen processed in 10 full, rich oil colors on a finely woven, 

soft, durable fabric, cream color, size 54”x 108”. Wood dowels 

with knob ends are furnished to fit top tunnel for shirring and \ 

hanging. A second “Citrus Fruits” design is also available. Use - >. M-402—‘‘Mexican Jug.”’ Full rounc 
these hangings as backdrops in feature windows. Ea. $37.50 . sculptured papier mache, 28” high, 16’ 
M-406—"‘Donkey Group.” (Lower left.) Sculptured in bas- wide, 12” deep. Available in 3 colo 
telief papier mache, mounted in pecky cypress wood base. Over- combinations, Chartreuse, Orange anc 
all size 36” square Ea. $39.75 Purple... Ea SUG 


W. L. STENSGAARD AND ASSOCIATES, INC., 346 N. JUSTINE STREET, CHICAGO 7, ILLINOIS 


DON'T FAIL TO ENLIST YOUR WINDOW DISPLAYS IN THE SIXTH WAR BOND DISPLAY CONTEST! 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
zation and the members of your department. 


O 
O 
an 


subject—''Decoupage." 


OUR NEXT ISSUE 


Among the numerous outstanding features of the De- 
cember 1I5 issue you will find one on a novel display 
The charm of displays so han- 
dled is great, their attraction power materially increased; 


the author of the article makes this subject a fascinating 


one indeed... . 


In the same issue, another article on 


smaller city display by Sol Kamensky, one on display at 
Harzfeld's, Kansas City, by John R. Simms, and another 


on "Store Front Trends." 


THE COVER 


By Joe E. Vent, Rike-Kumler Company, 
Dayton, this is one of six windows in 
which cosmetics and ready-to-wear were 
promoted. The theme was "Lipstick 
Reds." The use of pastel colored an- 
tiques in a rather ‘fussy’ setting, fur- 
ther adorned with swags and _ plaster 
Cupids, gave a colorful and pleasing 
atmosphere of femininity. 
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NOT FOR GLORY...but for “Old Glory’, and all it stands for 













Once again America’s retail industry turns its priceless display space to putting over the nation’s War 





Loan. And America’s Visual Merchandisers turn their genius, their hearts, their skill, to dramatizing the 


poignant, urgent need. GJ The Sixth War Loan Display Contest will show again the power of visual 


presentation, which won high praise from U. S. Treasury officials in previous drives . . . as did the fine 
spirit of the contestants, many of whom contributed to the Red Cross the bonds they won as prizes. Our 
fighting men, as they move from the Rhine or South Pacific to finish the job in Tokio, can be sure that 


O they have the backing of loyal comrades up and down the avenues and main streets back home. (J With 


such well-meshed teamwork, whatever the future brings, Americans who have fought so well together 


fos Wass do 


SEVENTH AVENUE, NEW YORK 18 


0 can build well together too. 
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CREATIVE DISPLAY HELPS FOR TODAY AWD TOMORROW 
MARY BROSNAN MANNEQUINS = CYRILLE STEINER FIXTURES 
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STORES 
Holding Franchises 
NEW YORK 

Lord & Taylor 


BROOKLYN 
Frederick Loeser & Co. 


CHICAGO 
Carson Pirie Scott & Co. 


BOSTON 
Jordan Marsh Company 


DETROIT 
J. L. Hudson Co. 


CINCINNATI 
John Shillito Co. 


MILWAUKEE 
Ed. Schuster & Co. 


ST. PAUL 
Schuneman’s, Inc. 
WASHINGTON 
S. Kann Sons Co. 


BUFFALO 
J. N. Adam & Co. 


TORONTO 
T. Eaton Co., Ltd. 


CLEVELAND 
The Higbee Co. 





Frederic Shipman 
Mirror Display Studios 


are now open at 


512 Fifth Avenue 
New York City 


Studios open from noon until five o'clock 


RESIDENT ADDRESS: HOTEL BRISTOL 
135 West 48th St., New York City 19 


SHIPMAN STUDIO 
CHRISTMAS TREE CREATION 


when used with NEW USE OF MIRRORS 
can be made in a few hours at only a 
cost of a few dollars. Any height from 
five to ten feet with interior shelving. 


Patented in Five Countries 
18 United States and Canadian Patent Claims 


Both Displays Available Free to Franchise Holders. 
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nit view the Lord and Taylor windows when Henry Callahan, Display 
Rh 


STORES 
Holding Franchises 


PHILADELPHIA 
Bonwit-Teller & Co. 


ST. LOUIS 
Scruggs-Vandervoort- 
Barney, Inc. 


INDIANAPOLIS 
L. Strauss & Co., Inc. 


PITTSBURGH 
Gimbel Bros. 


TOLEDO 
The LaSalle & Koch Co. 


RICHMOND 
Miller and Rhodes, Inc. 


SAN FRANCISCO 
H. Liebes & Co. 


PORTLAND 
Meier & Frank Co., Inc. 


SEATTLE 
Frederick & Nelson 


OAKLAND 
Kahns 


NEW ORLEANS 
D. H. Holmes Co., Ltd. 


A. M. C. --- Cavendish --- 
N.R. D. G. A. 


and all visiting displaymen are 
cordially invited to our new and 
beautiful studios, where you will 
find on display many new, original 
and novel applications of Frederic 
Shipman's New Use of Mirrors. 


SHIPMAN STUDIO 
TRANSPARENT SHELVING 


can be used with NEW USE OF MIRRORS 
in any size window. In above display only 
three trees and six toys were used. 


Available by exclusive Franchise to one 
store only in each city 


Details. 


































F. over a quarter century we have kept uppermost in mind that dis- 
play should not only have attractiveness and institutional value, but 
should “pay out’—in immediate and profitable sales. To this practical 
tendency, we attribute much of the successful growth of our business. 


Always dependable—throughout peace and war—good times and bad 
—a service which, today, stands as a symbol of accomplishment for the 
entire display profession—a credit to the judgment of the thousands of 
displaymen who have used it so admirably—a source of satisfaction 
to retail management, which has found it to be so profitable —and 


bankable. 


In all fairness to your own business, give display the opportunity that 


it deserves . . . with one-third your promotional dollar. 


THE p= 
ADLER aug] JONES 
= (ar) 
| | ya 0 MP ANY 
tomo 521 SOUTH WABASH AVENUE ¢ CHICAGO 5, ILLINOIS 
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DISPLAY WORLD 


Let’s Look Ahead 
... lo SPRING! 


Fewer Victory garden promotions next year .. . a War Bond drive in the spring. . . 
possibility of sudden releases of certain types of home appliances . . . Victory-in- 
Europe day... the Parisian fashion influence . . . institutional promotions . . . keep 
your eye on all these factors. They are some of the reasons outlined in this article why 
displaymen and display manufacturers must plan for spring earlier than ever before. 


OTH displaymen and display manutac- 
turers have made great efforts during 
the past vear towards making visual 

selling a much more productive division of 
merchandising. 

The June Display Market weeks in Chi- 
cago and New York made it possible for 
stores and manufacturers to function more 
smoothly during the fall and Christmas sell- 
ing seasons, and it is apparent that such 
“weeks” benefit all concerned. Manufactur- 
ers were all ready at the same time, buyers 
could cover a wide range of assortments in 
a short space of time, and they could also 
buy from actual showroom samples and not 
salesmen’s samples, sketches, or photographs. 

However, when this emphasis is concen- 
trated on June for a fall and Christmas line 
only, it becomes only partly effective. And 
it implies that stores do all their important 
business during the August 
through December. This is ridiculous, of 


months of 


course, because the months of February, 
March, and April represent an excellent 
volume period. 

This spring business certainly warrants 
much inventive promotional display think 
ing, just as the fall and Christmas season 
does. This spring business is important 
enough to the display buyer and manufac- 
turer alike for both to place much emphasis 
on it and to make as much effort to buy 
and sell as is now concentrated on the June 
Display Market weeks. 

If June is the right time to show fall and 
Christmas lines, when is the right time to 
show spring lines? There are four factors 
that determine this correct time: (1) Free- 
dom of time for the displayman to shop; 
(2) dates for delivery; (3) expected volume 
ot business: (4) freedom of time for the 
manufacturer to prepare his line. 

Discussing these in order, when ts the best 
time for the displavyman to shop the mar- 
ket? Certainly the one or two weeks after 
his Christmas promotions have been set and 
installed, and before his January promo- 
tions begin, is an excellent time to get away. 
This means any time from December 5 to 15. 

Delivery dates for spring merchandise 
must be started no later than January 235, 
depending on the geographic locations of the 
buyers. (The South opens with a spring 
Story earlier than the North.) 


xpected volume will determine when 


sales should be made and delivered. If mer- 
chandise is to be delivered before the end 
of January, then the volume expected will 
be determined by the three or four weeks of 
manutacturing time available for early 
spring promotions. 

The display manufacturer winds up Christ- 
mas work around November 25 to Decembet 
1. This Christmas rush is so intense that as 
a rule most display firms can't start to de- 
sign spring lines until December 1. Ii they 
allow three to four weeks to complete the 
line, they will be ready to show and _ sell 
about January 1. 

Now let's analyze these surface facts 
First, the stores do a big volume of business 
during February, March and April. Second, 
this large volume of business warrants a 
much larger display dollar investment than 
is now spent. Third, the display promo 
tions and materials used to increase the 
stores’ volume must be delivered starting 
the end of January Fourth, the display 
directors have more free time during the 
early and middle part of December. 

\ll these facts seem to add up to the 
makings of a good volume of business for 
the display manufacturer—it—if—it he will 
get his spring line ready to show during the 
Whether he can 
or not is his individual problem. But if he 


early part of December. 
wants increased volume, he must—because 
he must follow the requirements and _ pret- 
erences of his market. 

It is the intention of DISPLAY WORLD 
to start this year to present early spring 
forecasts in November, hoping that they will 
interest the manufacturer in attempting to 
get a line (even if only sketches) ready for 
showing in December, and that these fore- 
casts will induce the display director to start 
his spring shopping early enough to insure 
prompt deliveries of his early spring pro- 
motions. (In the January issue will be pre 
sented the usual “Display 
report on material display firms 


Fashions and 
Trends” 
will feature during the first half of 1945.) 

In an effort to get the field’s reaction to 
this earlier spring display shopping, DIS 
PLAY WORLD interviewed numerous indi 
viduals, both displayvmen and manufacturers, 
and got the following reactions : 

Buyers would like to shop early in De 
cember, so that they can make proposals to 


management in December tor spring budgets 
based on what the market offers. The lines 
for spring were not as complete as the lines 
for fall and Christmas. This means that 
added pressure is exerted on the display 
department to create, within the shop ot 
the store, displays that maintain the same 
standards of the fall and Christmas promo- 
tions. 

Most manutacturers said they would make 
super-efforts to prepare more complete lines 
early in December. A number felt that this 
vear they would have to supplement actual 
samples with sketches for the additional 
items in their line, in order to be ready by 
the early part of December. 

One manutacturer mentioned that he was 
going after the important children’s Easter 
He said that these big Eastet 
promotions stopped in 1937, the reason they 


business. 


were eliminated from the average store's 
program being because Easter fell very 
early for three vears in a row; then the wat 
upset orthodox schedules However, he felt 
that this might be a good vear to bid tor 
this Easter business 

Several flower houses felt that Victory 
garden promotions might be sott-pedaled 
this vear. Various news items claiming that 
the net value of Victory gardens is ques 
tionable are given for this beliet 

\ War Bond drive in the spring can be 
expected and plans should be made early 
for it. 

Merchandise shortages will continue dur 
ing the spring, but display directors should 
watch for sudden releases by the War Pro 
duction Board of certain types of home ap 
pliances and home furnishings. Their dis 
play themes might be a bit more optimistic 
than in the past 

This optimism will of course reflect ac 
tion on both war fronts. Last May a great 
deal of activity was evidenced in connection 
with “End of the War” promotions. While 
caution should be exercised against ove 
r over-pessimism, the wise dis 


optimism « 
play director will brush up on his Victory 
plans—or he might get caught with his cur 
tains down when V-day arrives. 

Colors for spring appear to be in a wide 
range, with pastels in the volume market 
Dive shortages still restrict deep brteght col 
ors. Pastels for spring are nothing new, but 

[Continued on page 58] 











New. York Display 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


vivid bittersweet furnished 
Franklin Simon window 
Display Director Robert Pichenot 
presented black with Persian lamb 
trim as “The All-Dressed-Up Coat.” (First 
photograph.) Leaning to classic simplicity, 
the mannequins were posed in a setting that 


Branches of 
the color note in a 
when 


coats 


could suggest what once had been a formal 
the statue, broken columns and 
earth 
win- 


moss 


garden 
sections of balustrade finished in an 
The 


with 


“oround” of the 
thick 
overlaid with glistening 
the pink-hued brown of the backwall deep- 
ened to dull black at the top. 

\ realistic autumn countryside scene was 
Director Joseph Dultz, 
Bloomingdale's, in a display where “Work- 
Clothes” for men were shown. 
paper with a land- 
painting the major part of 
the backwall, this joined by a folding panel 


tone of beige. 


dow was covered brown 


patches of snow ; 


created by Display 
ing Country 
Rust-colored seamless 
scape covered 
screen of stained brown planks which could 
be associated with the woodshed. The men, 
not too busy, had raked the leaves and col 








lected them in the weathered basket. 
The rustic tree roots and fence, also in gray, 
gave atmosphere but formed dis- 
play fixtures for shirts and the casually 
draped jacket. A black and white papier 
mache dog entering from the right obviously 
has his eye in contemplated mischief on the 
basket of The floor of the window 
was closely covered with large patches of 


gray 


not only 


leaves. 


real moss. 

A royal welcome was given by prancing 
Dalmatians to the three guests who illus- 
trated that “Definitely people are dressing 
up again for country life’—this being one 
of the Fifth avenue windows at 
Lord & where Display Director 
Henry realistically depicted epi- 


series of 
Taylor's 
Callahan 


—Left column, top, by Robert Pichenot, Frank- 

lin Simon's. . . . Below, by Joseph Dultz, Bloom- 

ingdale's. . . . Right column, top, by Henry 

Callahan, Lord & Taylor. . . . Below, by Ber- 

nard Dowing, McCutcheon's. . . . (All photo- 

graphs by courtesy of Virginia Roehl Studios, 
New York City) — 








sodes of country life in featuring this fash- 
ion trend. The section of the display which 
appears as the home of the who 
stands in greeting at the open door, gives 
all the appearance of charm. Pigeons perch 
on the high brick wall which is partially 
covered by ivy and autumn foliage; leaves 
are scattered on the pebbled driveway; a 
carriage lamp brightens the doorway and 
shrubs are planted in large urns. 

Though in the spirit of Hallowe’en, the 
outstretched arms of the jaunty scarecrows 
used by Display Director Bernard Dowing 
in the McCutcheon windows suggested ex- 
cellent media for the draping 
of fabrics—in this instance featured for “the 
smart little suit you'll live in this winter.” 
In contrast to the gray, brown, black and 
white mixtures of the fabrics, the straw 
scarecrow wore a bright red shirt and yel 
low scarf combined with blue for his trous 
ers, all topped by a black derby posed at 
the just-right rakish angle. His facial fea- 
tures—cutouts in red, black and white felt 
applied to the straw backing—included the 


hostess, 


ever-season 
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—Immediately above, by Franz Gobbi, De 
Pinna. . . . Upper center, by George Wells, 
McCreery's. . . . Upper right, by Sidney Ring, 
Saks-Fifth Avenue. . . . Right center, by Franz 
Gobbi. . . . Lower right, by Sidney Ring— 


contradictory dignity of a properly placed 
Backwalls were in rust color, and 


floor of the 


monocle. 
gray broadloom 
window. 
“Persian Purple with all the fabulous 
beauty of the East” was the fashion message 
in a series of five De Pinna windows where 
Franz Gobbi, display director, carried out 
the Oriental mood in detail—including the 
parchment copy card mounted on gold paper 
and which suggested an illuminated manu- 
script. (Upper left, page 9.) The sloping 
floor of the window, the circular platform, 
and the musical instrument symbolic of the 
East were covered in a printed paper with 
pattern in gold, purple and black. The 
bough which i over the 
head of the mannequin was wrapped in this 
paper and the novel perforated leaves were 
in a high pink. The purple wool suit worn 
by the mannequin contrasted by the 
aqua feather toque. Complementary ac- 
cessories in the foreground included a pur- 
ple jersey scarf and rose quartz choker. 
Reminiscent of the county fair was the 
sample of “The Berkshire Shop's wonder- 
ful city and country clothes, so smart, so 
wearable, so correct” by Display Director 
George Wells in a series of the McCreery 


covered the 


curves in an arch 


Was 


windows, the mannequins surrounded by the 
visible aspects of the plentiful autumn sea- 
son. Yellow rug yarn hemp 
rope were stretched directly back of the 
window glass and gave an interesting plaid 
effect—the pattern broken here and _ there 
by clusters of the yellow, tan and maroon 
colors of dried corn—the mannequins hold- 
ing large gatherings of the Un- 
painted barrels, baskets and crates filled 
with golden pumpkins, squash and gourds 
matched the tone of the straw-covered floor 
of the window—these props also making ef- 


and natural 


corn. 


fective display fixtures for belts, scarves and 
sWeaters. 

\ narrow inset panel in the background 
made of row on row of masks—these painted 
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taupe, and suggesting the nondescript sea 
of faces that comprise an audience as seen 
from the stage—made an unusual and apro- 
pos effect as used by Display Director Sid- 
series of six windows at 
The merchandise pre- 
hued 


ney Ring in a 
Saks-Fifth Avenue. 

sented brilliant 
which co-starred with “Opening Night” per- 
Taupe velvet and _ taffeta 
with white and gold satin ropes as tie-backs 


Was evening gowns 


fume. draperies 
framed the scene—the imaginary stage also 
finished in taupe velvet. Bouquets of roses 
and bottles of perfume combined as 
tributes to the star 
public in a plaid taffeta gown of 
vellow, chartreuse and The oval 
and deep blue boxes of the perfume made 
the footlight shields for this production and 
the orchestra in the pit 


were 


actress who faced her 
green, 


fuschia. 


was suggested by 
the harp being played by the two feminine 
arms in the foreground. 

A ballet figure interestingly sculptured of 
Display Man- 


series of five De 


chicken wire was chosen by 
ager Franz Gobbi for a 
Pinna windows where the figure held in one 
hand a parchment bill with the announce- 
ment: “The curtain rises on the new season 
fashions.” Her other hand held 
aloft a large pink satin With her 
bouffant skirt of pink tarlatan, the ballet 
figure wore black lace dancing hose, black 


and new 


rose. 


mask, a large rose in her “hair” and black 
velvet neckband. 
chicken wire were further illustrated in its 
with black silk 
fringe. The accompanying mannequin proud- 
white evening gown and 
posed before a pink seamless paper scroll 
which served as background. 


The possibilities of the 


use as draperies edged 


ly wore a was 


“To cover you with pale enchantment” 


as read the fashion message in a series of 
Saks-Fifth Avenue windows—seemed equal- 
ly applicable to the display setting used by 
Sidney Ring as well as being descriptive of 
the gray-green The 
panels were finished in a brown and _ pink 
faintly patterned Delicate 
branches centering the upright panel 
combined with a candlelabra surrounded by 


beaver-trimmed coat. 


paper. tree 
were 
aquamarine silk roses; gold and aquamarine 
jewelry 

branches. 


was placed as blossoms on _ the 






































Spring will arrive earlier than ever next year—not lit- 
erally, of course, but emphatically so from the displayman’s 
standpoint. For displaymen the nation over have learned 
that in these days the normal period in which to plan for 
coming seasons no longer exists. And so in a great many 
stores spring display ideas already are tar along. 

Presented here are twelve settings which produced ex 
cellent sales results for their respective stores during the 
spring season of 1944. They suggest a variety of treat- 


ments which can be adapted for individual requirements. 

In the column at the left, the first display is a simple, 
pleasant setting by Gene Supple, D. M. Read Company, 
Bridgeport, Conn., with three birch trees, porch furniture 
and an awning comprising the only properties. 


Next is one of a series of windows with which “Oppen- 
heim Collins Welcomes Spring” in ~w York City. Leslie 
Dorsey used stylized trees planted in large flower-pots at 
the rear of the window and on the upper background prope 
was painted a short section of a picket fence. From a patch 
of soil in the foreground sprang plants made of brightly 
striped paper. 

For a window featuring boys’ sweaters, Everett W 
Quintrell, Elder & Johnston Company, Dayton, used thre¢ 
large panel sketches in color against a background of birch 
trees, forsythia and rustic fence. 

The final display in the left column is the work of 
Grant W. Gibson, Emry's, Spokane. The props consisted 
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in the background. 

At the top of the same page is a display by Jane Collins, 
interior display manager for Wm. H. Block & Co., Indian- 
apolis. Showecard copy: “Come rain... come shine 
two weather prophecies for changeable April.” | Appropri- 
ate sketches on the background depicted storm clouds, um- 
brellas, and a beaming sun. The display was used near 
the entrance to the store’s tea room. 

At the bottom of the same page is a case treatment by 
Joe E. Vent, Rike-Kumler Company, Dayton, for feminine 
accessories. The head tops a rod originating in the pot 
ot tulips. 

For a millinery promotion, William H. Cadugan, Pome- 
roy's, Inc., Wilkes-Barre, Pa., used a large, simulated 
birch tree extending from floor to window ceiling. The 
mannequin was seated on a stool, while the hats were sup 
ported by branches interwoven with forsythia and dogwood, 
as pictured. 

A novel tree was the chief decoration in a display by 
Del Le Sage, Harvey's, Nashville, for a series of windows 
devoted to apparel with a Chinese influence. The tree was 
made of a large section of bamboo with heavy branches 
resembling the ornamentation on Chinese temples.  Dog- 
wood sprays extended from the upper third of the display 
to the ceiling. 

[Continued on page 57] 
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Arrangement: This ski apparel and accessory win- 
dow consists of two units—one mannequin, the 
other display. The eye is directed from right to 
left, i. e., from the mannequin to the tree of mer- 
chandise. Note the unconventional arrangement 
of merchandise accessories. 


Properties: An overcast of cold blue light on the 
white back walls and snow-covered floor provides 
the appropriate wintry effect. A clear white spot- 
light accents the figure. A snow-laden tree serves 
to display merchandise accessories. 
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Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: In this sketch the arrangement con- 
sists of two units—mannequin and display, forming 
a well-balanced composition. Simplicity and effec- 
tiveness are characteristics. 


Properties: The properties are quite simple and 
easy to arrange. A copy card with 1944 in faded 
figures is placed low toward the background. The 
1945 copy card is lettered boldly and given promi- 
nence. Large bells and colorful ribbons decorate 
the card. A decorative ring of holly and bells 
holds five candles representing the birth of the 
New Year. 





Arrangement: This window consists of three units. 
The two figures, one on either side of the display 
unit, are in corresponding position and give the 
composition a formal balance. 


Properties: Background consists of a vignetted 
blow-up of a corner of a Roman temple showing 
ruined columns and low relief ornamentation above 
them. This blow-up may be a photograph, but 
a fine pencil-rendering showing rich shadow effects 
will be much more effective and dramatic. A 
white papier mache or plaster column stands to the 
side and rear of the mannequin. This makes a 
good setting for clothes whose lines are classic in 
style. 
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Arrangement: This War Bond window consists of a 
series of elements forming a single unit. 


Properties: A blow-up of newspapers bearing the 
year's headline news of our successful activities in 
the Pacific are arranged around the flag of Japan. 
A soldier's arm is thrust through the flag, holding 
a rifle aloft. 





Arrangement: This window for men's hose consists 
of a single unit in V-formation. Notice that from 
the copy card in the lower center, the imaginary 
'V"' is formed by the arrangement of mannequin 
and hosiery. The composition is well balanced. 


Properties: The only props in this display are glass 
shelves supported by stands to display socks and 
sock forms. 
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Arrangement: This men's assortment window con 
sists of a composition of elements forming a single 
unit. Mannequin and buildings are so arranged 
as to give balance to the composition. 


Properties: The center unit consists of skyscraper 
buildings constructed of wallboard in aerial per 
spective and topped with ''E" pennants. 





Presenting another in DISPLAY 
WORLD's series of articles on inter- 
esting display in the smaller city. 


Hl May issue of Reader's Digest car 


ried an article entitled “Razzle-Dazzle 
Village” and quoting a couple of ex 
cerpts from it sets the stage for the writer's 
comments about display in this fabulous 
town 
“Hibbing, Minnesota, calls itself the iron 
ore capital of the world and the most un 
typical mining town in the country; and its 
claim to these labels has never been seri 
ously challenged. It is everything a mining 
town is not supposed to be, a miniature 
metropolis set in the backwoods. From its 
spotlessly clean main street there isn't a 





DISPLAY WORLD 


NOVEMBER, 1944 


RAZZLE-DAZZLE 


mine in sight. They are hidden by the mil- 
lion-dollar public buildings the villagers 
have built for themselves. Mining exe- 


cutives arrive in Hibbing by plane at a mil- 


tion-dollar airport, dine at the million-dollar 


Androy hotel. If you ask anyone how a 
village of 16,000 can afford to run itself in 
such style, the answer is ‘We think only in 
millions up here.’ 

“Hibbing does think only in millions. It 
has for more than three decades, ever since 
the home folk discovered they were sitting 
atop the biggest and richest chunk of iron 
ore in the world.” 


When I first came to Hibbing last May, 
found it an interesting, clean, modern litt 
village, with a population of around 17,0 
Its glamorous prosperity and way of lit 
though not as romantically real as po 
traved in the Readers’ Digest article wa 
nevertheless, not entirely mythical. Fro: 
the very first I realized that the village was 
definitely on its toes with metropolita 
tastes, and there was a profitable field 
effective merchandising through display. 

Herberger’s Department Store, still smel! 
ing of fresh paint and sawdust after a con 
plete rejuvenation, was spacious, breath- 
lessly beautiful and graciously feminine 
However, the complete display set 
up was pathetically out-moded, and _ it 
seemed that it represented the last frontier 
of the Razzle-Dazzle Village. The manne- 
quins looked as if they had spent ten nights 
in a barroom disheveled wigs, fingers 
missing, and 30-inch waists twisted in the 
most startling positions. No amount ot 
padding could do much for the sagging 
These grotesque 


mood. 


shoulders and flat chests. 
atrocities were the first things to go. 

Next came the task of redesigning the 
windows. Large awkward expanses wert 
divided into twenty-one interesting “picture- 
frame” units in which merchandise from the 
forty-odd departments of the store could 
be effectively and easily presented. The 
complementary color scheme of pale rose 
and green tied in with the main interior 
theme of the store. Artistic cutouts of Her- 
berger’s famous rose signature on marble 
pyramid plaques replaced the ornate bronze 
name-plates of the previous owner. Beauti- 
ful mannequins with “pin-up” charm in turn 
took the place of their awkward sisters of 
the Gay (but none too graceful) Twenties 

The display headquarters, located at the 
posterior end of the Herberger Downstairs 
Store, was one of the best examples oi 
wasted space I've ever seen. It seemed 
that if there was anything to be discarded 
forgotten 
invariably and inevitably found its way into 


or stored—or simply about—it 
the display department. There were enough 
empty paint cans and rubbish piles to start 
The gloom and dis- 
order were soon replaced with a few well 


some sort of a drive. 


placed lights, racks for paper and lumber 
supplies, cabinets for tools and paints, and 
two large 4- by 10-foot work tables. \ 
card-writing desk and shelves for storing 
stands and fixtures were installed. With- 
out a systematic arrangement of supplies, it 
would be impossible to keep twenty-one 
windows trimmed on schedule. 

It was necessary to adopt all the short 
cuts and time savers that we could devise: 
as a result of these short cuts, we are now 
able to maintain—with a staff consisting ot 
a young girl, a part-time schoolboy and 1 


—Effective use of contrast characterizes Wolf's 

display for WHerberger's, as pictured here. 

Amber floodlights played on these displays 
featuring California fashions— 
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selfi—a display program with a minimum 
of one change a week tor twenty-one win- 
dows, besides creating special displays for 
three other Herberger stores. As time goes 
on, we hope to get a set-up worked out by 
which we will be able to build complete 
displays and rotate them from store to store 
thus cutting down the actual cost of display 
to an amazing new low. 

When we get an idea which we think is 
particularly clever and adaptable to one of 
the other stores, we make up “extras” and 
ship them out. This “mass production” 
saves money without sacrificing quality. 

Another invaluable short-cut is our very 
versatile block set. We have a set of blocks 
in various geometric shapes and sizes which 
can be covered with paper suitable to the 
season and shape of things to come. Almost 
anything under the sun can be quickly pro 
duced 
lars, frosty chunks of snow, and it’s only % 


brick walls, elegant marble pil 


matter of fifteen to twenty minutes to com 
plete a window with them. 

We make extensive use of wall-board cut 
outs of all descriptions 
caricatures to realistic 
whatever strikes our fancy. (Display, I find, 
is a healthy outlet for imagination and cre 


from ridiculous 


looking figures, 


ation.) We keep our windows simple but 
dramatic and construct the major portion 
of our properties. As I plan out special 
structures or props, I also write down the 
detailed instructions for constructing them, 
so even the most inexperienced assistant can 
follow the idea. This saves time in explain 
A diagram and out 
lined instruction form is all there is to it 
The sketch is useful, too, as future reference 


ing and showing how. 


And here is something we wouldn't. dis- 
our window schedule chart. All 
of the windows are diagrammed and _ listed 


pense with 


and at a moment we can see from this chart 
what the complete program for the week ts. 
These handy charts were quickly mimeo 
graphed at very little cost 

Our two display assistants are given much 
opportunity to go ahead on their own initia 
tive. By having them more or less on their 
own, we get much more done and many 
times they ll pop up with very clever and 
original ideas. We keep on good terms 
with our tellow employees, too, and receive 
wonderful cooperation as a result. 

Maintaining an outstanding record in dis 
We are the leading de 
partment store on the Mesabi iron range 
(For some beautiful scenes of the Mesabi, 
see the recently released motion picture en 
titled “An American Romance.) G. R. Her- 
berger is a_ progressive-minded, 


play is important. 


energeth 
promoter and realizes the value of interest 
ing displays which sell merchandise.  W<¢ 
are allowed full rein to go ahead on our own 
judgment and no stone is left unturned to 
get the desired results. Ideas are picked 
up from all over, frequestly materializing 
from something inspirational in magazines 
newspaper mat services, and manufacturers’ 
information bulletins. By playing up local 
affairs, too, we have become a tangible part 
(And we find 
it a rich, interesting part, full of fascination 
and satistaction knowing we've become im 


of the activities of this village. 


portant in the way of life as it is in the 
Razzle-Dazzle Village. 


—''The pitch-black background emphasized 


the merchandise,’ says Wolf of the display 
at the lower left. . . . Christmas bells were 
refurbished for the bridal window, and a 


cut-out magician was the principal prop in 


the ‘walking on air’ display— 


By FRED WOLF 
Herberger's, Hibbing, Minn. 


The following briefly describes typical 
Herberger displays as pictured with this 


article: 


“California comes to Hibbing.” Figurative 
ly, a chunk of the sunny state was trans 
Black floor, 


just the glowing “Cali 


planted to the corner window 
black background 
forma sunshine” (amber floods) to bring at 
tention to the bright outfits shown. A map ot 
the state was reproduced and we figured the 
actual distance to famous spots with the 
aid of a map. 


“Flower garden of hankies from Her 
Giant flowers were cut out ot 


wallboard. The 


berger’s.” 
handkerchiets were at 
ranged as petals. The pitch-black back 
ground emphasized the beauty of the flowers, 
and human interest was added with a man 
\ sim 


ilar arrangement was used on the counters 


nequin posed as if picking blossoms 


in the store for a complete tie-up 


For a bridal display we went to a music 
store and bought a sheet of music ves, 
vou've guessed which one... “The Bridal 
We dug 


up papier mache bells trom old Christmas 


Chorus” from Wagner's Lohengrin 


displays and polished them up. By using 
a small turntable set side-ways and connect 
ing a wire to an eccentrically located bolt 
and the bells, we were able to “ring” them 
Naturally attracted by the 


swinging bells and paused in curiosity 


people were 


even those who seldom stop to window shop 


“Your teet feel like walking on air when 
vou use Dr. Scholl's toot remedies they 
work like magic.” The model was seem 
ingly standing on air, the base being hidden 
by netting. A wallboard cutout of a magi 
cian was used to direct attention to the teet 
of the mannequin. The products advertised 


were conspicuous on floating clouds 
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N RECENT 


“windowless factories.” 


years, much has been said 
about They are 
not only considered new, but are thought 
by some to be a final step in man’s victory 
over his dependency on the sun as a light 
source. 
few of us realize that the merchant 
with windowless 
selling vears, and has been de- 
pendent on illumination through- 
out all the daylight hours. 
With the 


lighting for 


How 


has been faced almost 
space for 
artificial 
developments in interior 
factories, and the 


great 
stores and 


ever-increasing rise of illumination levels 
found necessary, a new problem arose—"the 
quality of light” and its “end use.” Fine as- 


storage space, and mer- 
levels and 
came 


sembly work, office, 
chandising all require different 


qualities. Illuminating engineering 
into its Own as a science, and great strides 
Serious studies 


have been made in all fields 


have been made to decide how best to use 


our various lighting tools 


The production of light is electrical en 
gineering. The utilization of light is illu- 
minating engineering. “Selling with light” 
will be one of the biggest problems of illu- 
Millions 
are spent on real estate, buildings, stores, 
Millions are spent on manufactur 


minating engineering tomorrow. 


othces 


ERCHANDISING.. 


By R. C. ALLISON, T. Eaton Co., Ltd., 


items, new styles. Millions are 
spent in advertising to get these products 
in the minds of the customer. Millions are 
spent for light and lighting fixtures, to dis- 
play this merchandise and help sell it. These 
millions we are interested in as 
let's make sure they do the 


ing new 


are the 
lighting men 
very important job expected of them. 

We know that the illumination diminishes 
as the square of the distance from a point 
rule, the 

square of the 
illuminating en- 


source. By the same usefulness 
of light 


thought and 


increases as the 
care of the 
gineer. 

To consider store lighting, let us look to 
the facts. The merchant is in business to 
sell merchandise—he is not selling the build- 
ing, the decorations, the showcases or light- 
must 
when we 


ing fixtures, but he is selling, and 
continue to sell, his 


illuminating engineering to his prob- 


goods . 6 


apply 


lem, we 


find that: 


1. The light must be useful and practical 
2. It must be directed on the merchandise 


in such 


to make those goods show to their best ad 
vantage 


a way, either by quantity or quality, 


3. The whole selling area must be inviting 


and cheerful. 


color 


dynamics, and 


Here, your most useful tool ts 
you will find that 


paint is almost as important as electricits 
to a good lighting job. 
4. The complete lighting project must be 


planned from the first, right along with th 
architec 


t, designer and merchandise man 


Show-window lighting is a perfect exam- 
ple of “selling with light” and very definitely 
should be designed to suit the merchandis 
promoted in that window or group of wi! 


dows. 


If the merchant has more than on 


line to display from time to time, then those 


various 


types of merchandise should 
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... WITH LIGHT 


Toronto, Canada 


considered and a more flexible lighting 


from the natural spectrum and its peculiar 


—Upper left, opposite page: Millinery depart- 
ment, Eaton's College street store, using one 
white and one pink 40-watt fluorescent lamp in 
each unit over mirrors; indirect-direct incan- 
descent lighting produces 15 footcandles gen- 
eral illumination. . . . Lower left, millinery bar 
has 75 footcandles on the counter from ''silver- 
neck" spots in built-in ceiling fixture— 


—Upper right, opposite page: Glassware de- 
partment; general illumination (12 footcan- 
dles) with cases accented to 50 footcandles by 
the use of small coffer domes and bowl sil- 
vered lamps. . . . Lower right, one of the center 
floor cases for crystal—30 footcandles from 
small circular coffers with bowl silvered lamps— 


—Top illustration, this page: Wool depart- 
ment; two-lamp 40-watt fluorescent units built 
in, along with existing enclosing-globe fixtures, 
furnish 25 footcandles. . . . Below, fine china 
is displayed on fluorescent-lighted shelves; two 
20-watt white fluorescent lamps are built into 
each upright, with an |8-inch fluorescent day- 
light lamp in a special reflector at top of 


case. . . . This article is reprinted from the 
September, 1944, issue of Illuminating Engi- 
neering— 


set law other than a sound knowledge ot 


merchandising. The light should be useful, 
efficient and practical, and should act as a 
cheerful and 


merchandise. 


inviting background to the 

Because of its newness, many merchants 
are going to demand fluorescent, so when 
we come to engineer this “pre-sold” installa 
tion, we must insist on “quantity,” “quality” 
and “qualification.” Too little has a very 


cal scheme installed. Colored light is another — psychological effect on some people and ma- — depressing psychological effect, too much is 
lise factor, and if it is to be used in window terials. Fluorescent light, too, is flat and — glaring—for quality, watch your degrees 
lity, displays, certain arrangements of the equip- it is wise to add a fairly substantial pro Kelvin and warm it up or cool it off to suit 
ad ment, such as louvres, control lenses, special portion of incandescent illumination to it the need. 
reflectors, must be made to keep the white if only to increase sparkle, punch and Qualification—will it do a selling job If 
ting light from completely washing it out. In | warmth. not, it might help to add a little direct in 
yl is fact, for large retail establishments, mer- Fluorescent lighting is ideal for show-  candescent sparkle where it is most needed 
that chandising numerous disassociated lines, cases; it is efficient, creates a minimum of Qualify the lighting generally for the job 
cit the window lighting must be completely heat, and the smaller lamps take very little of merchandising it is expected to assist 
flexible because needs range from 500-foot- space. The long, tubular sources can be Totally indirect incandescent lighting has 
be candles evenly distributed, through localized built in, and for the tailored effects, the cold many of the merchandising shortcomings of 
tl brightness areas, to the most dramatic stage cathode tubes fill many needs. Care must fluorescent plus high wattage and _ heat 
n effects in color. be taken, however, in placing auxiliary nevertheless, there are many beautiful appli 
an loo intense white light should be avoided equipment, and in every case the quality cations of indirect lighting giving excellent 
te] because of its drying and bleaching effect of the light must be a prime consideration service in merchandise. Here again, though, 
dis on most merchandise, and although fairly The principles of general lighting for certain goods need sparkle and direct light 
vil high levels of fluorescent lighting can be stores are as varied as are the styles of must be introduced in local areas 
o1 built up without the heat factor, especially lighting fixtures. What might be considered Lighting 1s creative work and should be 
10s in color, it is not altogether satisfactory perfect for one merchant is just the reverse treated as such. A carpenter can not complete 


or display because of its great deviation 


tor another. There 1s no rule-of-thumb or 


[Continued on page 52] 








Among local displays seen during the past 
couple of weeks were the six pictured here 
with. James Cummins installed a very ultra- 
setting for sculptured handbags at 


North 


backgrounds 


modern 
Arnold's, on 
simple with the ab 
stract soft moulded chair of shocking pink 


fuschia 


were splendid settings for these better hand- 
bags. The simple 
fall note 

Ce, le 
Indian summer 
with the 


Bowen, at The Hub, achieved an 
effect in all his State street 
adaptation of a 


windows simple 





Michigan avenue. The 


grape clusters added the 


By JACK POLLARI 





large brown shaving-covered cut-out tree 
and by using the familiar saw-tooth Indian 
blue on a warm 
The activating note was 
side of the 


design in two colors of 
beige background. 
a cut-out bear’s head on one 
tree with a youthful 


from the other side. 


Indian’s head peering 
A neat pattern of shav- 
A genu- 
ine Indian drum was used as a mannequin 
The card appropriately read: ‘“Fash- 


ings was scattered around the tree. 


bench. 


Madigan Brothers, Chicago 





ion’s Color Palette echoes Indian Summer.” 
(Second illustration.) 

Ray Bianchi, at Goldblatt’s State street 
store, installed six dramatic home furnish- 
ings windows with the following headline, 
“The Art of Living.” Each setting was a 
complete home ensemble urging the cus 
tomer to buy this type of merchandise as 
they do their own outer raiment .. . in 
ensemble form. The photo shows the co- 








ordinated picture of a dining room 
the china, the stemware, the draperies, the 
furniture, the rugs, even the framed pictures. 
as a complete group, well thought out and 
selected for harmonious living. The striped 
frame as shown in the third photograph was 
the focal point of each setting, doing the 
important job of pulling everything together 
into a very pleasing picture. Each frame 
matched the color scheme of the window. 
The opera season was ushered in gra 
ciously at Carson Pirie Scott & Co. with the 
following caption, “The Elegance of the 
Plush Era.” J. W. Campbell constructed 
opera boxes with a “cut-away” so that the 
long evening gown could be clearly seen 
The luxurious effect of baroque around the 
doors was achieved with papier mache, as 
were the floor platform and opera box. The 
color scheme of each setting was wine and 
gold. Helena “Plush Red” 
make-up, stylized in a miniature opera chartr, 


1) 


Rubinstein’s 


was the complementing accessory group 


—Upper left, by James Cummins, Arnold's 
. . . Center, by "Buck'’ Bowen, The Hub. . . 
Left, by Ray Bianchi, Goldblatt Brothers. . . 
(All photographs by courtesy of F. A. Kuehn 
& Co., Chicago) — 
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Will he be home next 
THANKSGIVING 





All over the world, millions of American boys and girls in the service will 
be longing for home on Thanksgiving Day —hoping, praying, and fighting for 
victory so that they can be sure of freedom and security, sure of an old-fash- 
ioned turkey dinner with Mother and Dad next year. Let’s do everything pos- 
sible to aid them so that peace will reward their sacrifices and make their 
homecoming dreams come true—soon. L. A. Darling Company, Bronson, 
Michigan. New York Office and Display Rooms, 735 Marbridge Building, 
47 West 34th Street, New York 1, N. Y. 


DARLIN ae The Name to Think of First in Displays 








You would be pleasantly surprised to see the craftsmen formerly employed 
in manufacturing metal display fixtures now skillfully turning out 40 MM 
Ammunition, Bazooka Parts, Machine Gun Parts, Parachute Quick Release 
Boxes, Parachute Pack Frames, Rip Cord Assemblies, and many other essential 
materials. The Darling Metal Plant at Bronson is 100% on war work and has 
been awarded the Army-Navy “E” for Excellence in War Production. Remember, 
Darling Metal Displays are “Worth their ‘Wait’ in Gold”, 
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—At left, by J. W. Campbell, Carson Pirie 

Scott & Co. ... Center, by Leonard Rose, B. 

Nathan Company. .. . Below, by Sam Blum, 
The Fair Store— 


every presentation. The backgrounds of all 
these twelve State street windows were dor 
in a cold sky-blue. 

The photo showing the B. Nathan Con 
pany corner window at Lawrence avenue 
one of a group that Leonard Rose create: 
The rail in the foreground was achieved 
with crested columns of plaster decked out 
with gold roping. The huge easel is of 
turned-wood; the ruffled frame is made of 
plaster, also gold finished. The backgrounds 
are a deep dull green. This is far and away 
one of the better examples of chain store 
ready-to-wear display in Chicago. 

Sam Blum, at The Fair Store, added flair 
and drive to his splendid fashion windows 
by employing the use of the motion picture 
title, “Casanova Brown,” for the principal 
slogan. As shown in the picture, shoes, 
bags, fur scarfs, and gloves played an im- 
portant accessory role in the displays of 
suits and coats. The antiqued shutter- 
screens were done in mahogany finish and 
the floral fruit cluster in bright fall hues. 
The background was a soft tan. The card 
read: “Casanova Brown goes outdoors in 
luxuriously furred coats to wear with your 
dresses—later over suits.” Blum also had a 
complete bank of men’s windows using the 
same “Casanova Brown” caption. 

The following display is not illustrated: 
With long evening dresses again strongly 
in vogue, John Moss, at Marshall Field & 
Co., created a reproduction of the mirrored 
foyer of the Civic Opera building as a per- 
fect background to display these glamorous 
fashions. The mirrored panels, in every 
shape and size, were ornamented in modern- 
baroque. The figures were posed in relaxed 
positions as though enjoying the intermis- 
sion period. The floors were of simulated 
dark marble. 

“Scene stealers,”’ or neat tricks in the 
technique of display to catch the eye: Sam 
Blum at The Fair used a large salt cellar 
for decorative hat-pins, poking them into the 
holes, and referring to the merchandise as 
“spice for your hat.” Blum also placed big, 
glamorous rings on fingers outside of dis- 
played gloves. 

Jay Howe, Mandel Brothers, fashioned a 
caricature of a housemaid out of a broom 
for a home furnishings window. The straw 
section was the face and the handle was 
the body. A mop was placed on top of the 
broom for head; a pinafore was draped on 
the handle as the dress; the result proved 
very eye-catching and humorous. 

Bruce Elliott, at Steven's, used wire 
pumpkins hung in rows from the ceiling for 
shoe fixtures. 

John Moss, at Field's, simply dressed a 
man’s mannequin in Scotch kilts and placed 
him between two feminine mannequins t 
emphasize the vogue for wool plaid dresses 

John Courtney, at Sears’ State street stor 
took two fall leaves in two shades, mad 
them self-standing and used them to go 
effect for his showeard scroll. 

“Buck” Bowen installed a large black 
sequin-trimmed spider in a web = as 
“witchery” for an evening accessory window 
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No. 701 BIRCH BARK on heavy 
fibre-board. Roll into trees, cut 


with shears into stumps, or use flat. 
3’ x 8’ Only 


6.25 






No. 702 TREE BARK on heavy 
fibre-board. Can be handled in 
same manner as Birch Bark above. 
3’ x 8’ Only 


6.25 






No. 511 BROKEN SLATE WITH 
GRASS. Stones of Gray, Green, 
Terra Cotta and Egg Shell. 

x € $ 6.25 
3’ x 24’ 16.25 





















No. 620 RED BRICK with Dark 
Gray mortar joints. Other colors. 
vx 8 $ 5.25 
3’ x 24’ 15.00 
(Add 50c cutting and packing 
charge on all 8’ sheets) 


| 









To all display buyers, including all members of the A. M. C., the Cavendish 
Stores and the N. R. D. G. A., who are coming to New York in December we 
extend a cordial invitation to visit our Showrooms and view our 


NEW SPRING LINE... READY DECEMBER Ist 


Exquisitely fresh patterns . . . gorgeous, harmonious colors . . . they're the new 


STYLE-MAKERS for your Spring Displays. 


* 
re Rata 


Don't miss using this one! It produce watenbenmdcialy - 
perfect party atmosphere for 
able for both men's and women's displays 


evening wear n background rs suit 





ei tb: AR 


No. 906 BLACK BACKGROUND. Balloons of Red, Blue, Green, Golden- 
Yellow and Gray. Streamers of Red, Yellow and White. 
No. 907 MIDNIGHT BLUE BACKGROUND. Balloons of Red, Blue, Green, 
Golden-Yellow and Gray. Streamers_of Red, Yellow and White. 
No. 927 WHITE BACKGROUND. Balloons of Red, Green, Golden-Yellow, 
Blue and Black. Streamers of Red and Blue. 
$ 4.50 


3’ x 8’ Sheet 
3’ x 24’ Roll 12.75 


(Add 50c¢ cutting and packing charge on 8’ sheets) 


4 
OAK VENEER 


WOOD GRAIN PAPER...IN RELIEF 
In SQUARES In ROLLS 


14" x IA” , Des. 3’ x 8’ Sheet 
2 , ae pes Sm 3’ x 24’ Roll 


$ 4.30 
12.25 
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UXTIMBERTONE DECORATIVE CO., INC., 15 W. 24TH ST. NEW YORK, 10, N. Y 














WRITE US FOR NAME OF AUTHORIZED JOBBER IN YOUR VICINITY 























Seeing Christmas displays in the windows 
of Los Angeles stores in normal years prob- 
ably strikes the being an odd 
contrast to the warmth of the weather. If 
that is true in a normal December, how 
much augmented it is this year! For Los 
Angeles with those in 
practically every other community, followed 


visitor as 


stores, 1n common 
wishes by starting the 
holiday promotion And so Santa 
Claus and his helpers are taking their bows 


the government's 
early. 


behind the plate glass, while outside is the 


typical weather of early November in 
Southern California—a striking contrast, in- 
deed 


photographs which 
Los Angeles by the 


Since the 


this article must 


accompany 
leave 
first of the month, there was not sufficient 


time to include the early-bird Christmas 


windows with this group of pictures for the 


November 15 issue; they'll be on hand next 
month, however, and they are well worth 
waiting for. In the meantime, a number 
of the stores will be following through on 


their Christmas with a second 
batch of holiday 


interesting presentations are promised. 


program 
displays and a number of 


However, getting around to the displays 


which were on view a day or so prior to 
lead off 

series of windows. by 
display director for J. W. 


\ typical example of the 


November 1, we with an excep- 
well-done 
Pettit, 


Robinson & Co. 


tionally 
Harvey 


seven windows making up this group is seen 
first that of the box at 
These displays made an excellent 


in the illustration 
the opera 


tie-up between the opening of the opera sea- 


son and Lucien Le Long’s perfume called 
“Opening Night.” The photograph 


much painstaking effort 


shows 
clearly how went 
into the settings to give them an atmosphere 
of authenticity. 

For example, the background 
proper were framed in heavy velvet drapes 
in wine color, trimmed with gray and gold. 
Intervening spaces of the curved background 


sides and 


By HERB CROSS 
"Dick" Whittington Studio, Los Angeles 





were covered with a rich pattern of wall- 
paper, this blending into a column at each 
side and being most prominent in the central 
background; the columns were decorated 
with lyres and baroque ornamentation in 
gold. The motif of the columns was picked 


up more elaborately across the front of the 
box, the latter being topped with gold balls 
through which passed a velvet cord. 


Tufted 











opera chairs were placed in the box. The 
feminine mannequins of course wore formal 
attire, while all male figures were garbed in 
military uniforms. As mentioned above, 
seven windows were used for this theme 

six of them as pictured here, and the other 
showing a scene in the foyer. Card copy 


read: “For a gala night, Lucien Le Long's 
‘Opening Night’ perfume.” Lighting was by 


spotlights exclusively. 

From the elaborate opera setting seen in 
the first photograph to the ultra-simple one 
of the illustration is quite a step, 
but they serve to show how displays on 
approximately the same subject can vary in 
treatment and each be very attractive. The 


second 


—At the upper left is a striking display by 
Harvey Pettit, J. W. Robinson & Co., making a 
tie-up between the opening of the opera sea- 
son and Lucien Le Long's "Opening Night" 
perfume. ... At the left, another opera season 
display, this one being by A. Dexter for I. 
Magnin & Co.; the "'shadow-box" suspended 
at the mannequin's right is a picture frame 
cut in half and decked out to simulate a 
theatre stage. . . . (All photographs by cour- 
tesy of "Dick'’ Whittington, Los Angeles)— 
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INTERNATIONAL PICTURES, INC. OFFERS 








The most stimulating window display contest idea in years! 
It's a natural tie-up — when you key your display to the 
title — “THE WOMAN IN THE WINDOW.” You cash in on 
the publicity centering around this important motion picture 
— and, at the same time, have an opportunity to win one 
of the War Bond Prizes. 


Plan now for a display based on “THE WOMAN IN THE 
WINDOW.” Schedule it for just before or during the run 
of the motion picture “THE WOMAN IN THE WINDOW” 


in your local theatre. 


2 IMPORTANT! “WE 


You may build your “THE WOMAN IN THE WINDOW” display 
cround any event, theme or merchandise, but the key-line “THE 
WOMAN IN THE WINDOW” must be a part of it. 


CONTEST OPENS... NOVEMBER 1, 1944 
CLOSES .. . MARCH 15, 1945 





INTERNATIONAL (= 
1270 Sixth Avenue, \” 






2) PICTURES, INC. 
“7 New York 20, N. Y. 





ov cont 
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In War Bond Prizes 


for the 


BEST WINDOW 
DISPLAYS 


featuring 


The Woman in 


the Window 


The Screen’s Supreme Adventure in Suspense! 
Produced by International Pictures, Inc. 
Distributed by RKO Radio Pictures, Inc. 





THE RULES 


1. The key-line “THE WOMAN IN THE WINDOW” must appear in every 


display. 


2. All entrants must supply a photograph of the window display, 


plus a brief description. All entries must be in the name of the 
individual and include name and address of store and date and 
duration of display. 


3. To be eligible, displays must be exhibited prior to or concurrent 


with the showing of “THE WOMAN IN THE WINDOW” in your city. 


4. Contest is National in scope and is divided into two classes. 


(A) Cities of 100,000 and under; (B) Cities of more than 100,000 
population. 


5. The decision of the judges is to be final and photographs and manu- 


scripts submitted become the property of the sponsors of the con- 
test and under no circumstances will be returned. 


6. Address all entries to: “THE WOMAN IN THE WINDOW” Contest 


Editor, c/o Display World, 1209 Sycamore Street, Cincinnati, Ohio. 





























THE PRIZES 
$2750 IN WAR BONDS (Maturity Value) + 
Identical prizes will be Ist Prize - S45 $500 TOTAL PRIZES 
awarded for Class A 2nd Prize ... $300 EACH CLASS 
(100,000 pop. ond under) 3rd Prize ae $200 
and Class B (more than 4th to 8th $50 $1375 IN 
: aie WAR BONDS 
cst Mhtol3th. . . $25 
THE JUDGES 


R. C. KASH, Editor, Display World. ALLYN GARBER, Editor in Chief, Department 


Store Economist. GUY GAYLER CLARK, Dean, Cooper Union Art School. 
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second display pictured is by A. Dexter, dis- 
play director for I. Magnin & Co. It like- 
wise heralded the opening of the opera 
season, and it too was one of a series on 
the same theme. Showcards used in the 
four windows at Magnin’s were captioned: 
“This year you're dressing for opera.” The 
usual accessories were displayed. 

The treatment of the window seems ap- 
parent at first, but it will repay a much 
closer inspection. For the accessories were 
shown on a miniature stage suspended by 
velvet ropes just to the mannequin’s right. 
This stage was made by cutting a large 
gold picture frame in half and draping it 
with small red velvet curtains as shown. 
This unit was lighted from within, while 
exterior spotlighting fell on the stage and 


—At the top of this page, a display by J. H. 
Brewer, Bullock's; the corner window was di- 
vided into halves, one displaying apparel for 
baby boys and the other section for girls. 
_— Center, by Stuart A. Raymond, The 
Broadway, featuring chiffon frocks for dancing. 

Below, another display by Brewer, this 
being in support of the local War Chest 

drive— 
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the mannequin. The entire display was 
drawn together by being enclosed within a 
large, plain picture frame finished in gold. 
A charming display was used in the cor- 
ner window of Bullock’s, downtown, under 
the caption: “It’s a boy—and nothing too 
good for him.” That is, that was half the 
caption, for the big window was divided 
into two sections, one for the baby boy and 
the other for the baby girl. J. H. Brewer, 
display director, naturally finished half the 
window in pink and the other half in blue. 
The curtain in the center followed through 
by being in pink with a blue border. Eight 
mannequins were used, supplemented by va- 
rious toys; nursery furniture was displayed 
prominently, along with the infants’ apparel. 
Spotlights furnished the illumination. 
“Dancing chiffons swirl prettily on the 
dance floor” was the title of the display 
next illustrated—one of four on this sub- 
ject by Stuart A. Raymond, The Broadway 
Department Store. The background was 


finished in a pastel tint to harmonize with 
the apparel shown in each window. In the 
foreground a large easel bore a sales mes- 
sage in the form of a letter to a man in 
service. Accessories were displayed on a 
miniature hobby horse. The lighting was 
general, supplemented with spots. 

Another display by J. H. Brewer for Bul- 
lock’s is seen in the final photograph. Used 
in connection with the War Chest drive, the 
window showed American soldiers behind 
the barbed wire of a prison camp. Across 
the foreground ran a paper scroll bearing 
the words: “Our fighting forces ... your 
problem! Give to your War Chest now!” 
In large cut-out letters across the back- 
ground was the message: “War or no war 

millions of American boys—in active 
service—in hospitals—in prison camps—will 
need help for many, many months to come.” 
Other displays in this series bore similar 
messages, but with headings such as: “War 
boom or no war boom,” “Siegfried line or 
no Siegfried line.” 
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DES PLAY : 


...on and off the record 
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«the Air Force at a Sou a. 
+t ther an infantryman W! 
- Third Army in France— 


Raining, 


Co 
—For a meditative fisherman probably no cs: ae 


other fish will ever take the place of the 
lowly bull-head or catfish. There are thirty- 
one in this nice string held by Bob Ickes, G. 
C. Willis Company, Champaign, Ill.; they 
were caught at Shaffer lake, near Monticello, 
Ind. Bob and his wife are content with cat- 


—This is "Bill" Ballard, J. C. Penney Com- 


—''We were sailing along on Mobile Bay” is 
the theme song of the George Hartwell fam- 
ily, and they spend most of their spare time 
on or in the water. George is display man- 
ager for L. Hammel Dry Goods Company, 
Mobile, and has been with the firm for the 


fish until the gasoline shortage ends, and then 
it's off to Minnesota for walleyes— 


pany, Milwaukee, who has done an outstand- 
ing job of backing the war effort through 
display. There isn't nearly enough space to 
list all he has done, but included are two or 
three windows weekly for Bond drives, recruit- 
ing women war workers, hosiery collection, 


past thirteen years. George, Jr., helps out in 


metal scrap collection, and anything else 
the department during the summer months— 


that needs helping along— 


« 


—This is the display department of D. M. Read & 

Co., Bridgeport, Conn. Front row, in the usual order, 

Clara Hanks, Ray Dirgo (artist), Marge Deters 

(now with The Fair Store, Chicago), Duane Bar- 

rett (first assistant). Second row, Fred Pivarnik, 

Gene Supple (display manager), John Danylko, and 
Peter Di Leo— 
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WORTH WAITING FO! 


&.. models for leading stores everywhere, displaying 
smart fashions to make them smarter... she’s so 
popular she’s dated up weeks in advance and is not 
pom ‘ o Saf 7 @ways immediately available, but so skillful a salesgir! 
a / she’s definitely worth waiting for... her perfect proportions 


a | 
1 and sculptured lines lend eye appeal that leads to sales 







appeal...she’s a Korrect-Way Mannequin, of cours: 


DIVISION OF AMERICAN FIXTURE & MANUFACTURING COMPANY -« ST. LOU 





Hecht Fixture Co. 

_ Pribil Display & Supply Co. 

h.> DALLAS 

ns Mr. Sid Bartley 
(Hotel Southland) 


DENVER 
Walter W. Martin 


; DETROIT 
The Art Products Co. 


KANSAS CITY 


esgirl 


Grant and Silvers, Inc. 


_ MINNEAPOLIS 


r Display Equipment Co. 


DISPLAY WORLD 


Birmingham Displaymen 


Hold Meeting 


it 
Members of the display fraternity in Bir- 1 


mingham gathered at the Molton hotel on 
October 20 to meet Dave Estes, Bond Stores, 
St. Louis, president of the 
Association of Display. The meeting was 
arranged by Joseph Apolinsky, Loveman, 
Joseph & Loeb; Paul Wertz, Burger-Phil- 
lips, and L. L. Wilkins, Pizitz. The nine- 
teen local displaymen present heard a talk 
by Estes during which he pointed out the 
need for a national display organization, 
discussed the I. A. D.’s part in teaching dis- 
play through distributive education agencies, 
and told of the plans of the Southern Dis- 
play Association to hold a meeting in Hous- 
ton next April. 

Apolinsky presented a plan for a Birming- 
ham display luncheon club in which mem- 
bership fees would be paid by the stores of 


International 


the people participating. He recommended 
interesting speakers for each monthly meet- 
ing. Dues in the proposed club would in- 
clude I. A, 
the meals. 
Birmingham displaymen attending the ses- 
sion were: Apolinsky and Joe Dunn, both 
of Loveman’s; Hema Shoenman, J. Blach 
& Sons; Corleen White and Jessie Sanders, 
Lane Drugs; P. G. Thomas, Porter's; Paul 
P. Branch, The New Ideal; Cecil Howard 
Kelly, Marvin D. Hathaway, and L. L. Wil 
kins, all of Pizitz; Teeny Meharg and Paul 
Wertz, Burger-Phillips; Wanda Gillespie, 
Goold Shop; Newman V. Ragsdale, Darling 
Shop; George H. Fant, Parisian; Morris 
Broomall, Birmingham Gas Company; W. 
K. Lassiter, Lassiter & Co.; J. R. Anton, 
free-lance, and Janette Deigel, Bond's. 


D. membership and the cost of 


Friend Wants Whereabouts 
Of Charles Monroe 


The following letter has been 
from Alfred S. 
for Hofheimer’s, 
Norfolk, Va.: 
a very good friend whom I have not seen for 
several years. He is Charles Lucas Monroe, 
formerly with Pizitz in Birmingham; he 
went from Pizitz to Chicago or vicinity some 
time in 1939 or 1940. He is a displayman 
who, prior to Pizitz, was with 
Chicago or in that vicinity.” 


received 
Hammett, display manager 

Inc., 325 Granby street, 
“T am interested in locating 


Sears in 


Anyone knowing the present whereabouts 
of Monroe is requested to communicate with 
the writer of the above. 


Change Of Address 
For Designer 

Peter Copeland, architect and industrial 
designer, announces the removal of his of- 
fices from 10 East 40th street to enlarged 
quarters at 745 Fifth avenue, New York 
City, for the practice of merchandising ar 
chitecture, product 
The firm is presently engaged in the de- 


design and packaging 


signing of many nationally known products 
intended for postwar markets. 
Trip To Mexico 
Made By Staines 

Richard A Staines, Vandever Dry Goods 
Company, is on another combination busi- 
ness and pleasure trip to Mexico City. The 
trip was made by air. 
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WALL FLOWER 


it moves not— neither 
does it win—attention 
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Highly competitive post war 
merchandising will demand 
better, more forceful displays. 
Color, size, or beauty alone 
will not be enough. 


New, low cost, eye compelling 
MOTION displays will carry 
the merchandising burden in 
the post war market. Displays 
that smile and rock, bounce 
and bubble, dance and sing! 


Before the war SpeedWay 
perfected new, low cost meth- 
ods of imparting life and 
movement to the displays of 
the nation’s leading adver- 
tisers. 


After the war SpeedWay will 
again lead the motion parade. 
Plan now to give your product 
this means of demanding con- 
sumer attention. Motionize 
with SpeedWay. 


SpeedWay specializes in man- 
ufacturing the heart of the 
motion display — the power 
unit. Standard units include 
small geared motors of vary- 
ing power, speed and torque; 
the Motioneer, a pendulum 
motor for producing several 
types of oscillating action; 
and a complete line of dis- 
play turntables. All are reli- 
able, economical, and non 
radio-interfering. Send for our 
latest catalog. 


Display Motion Division 


MFG. 
; co. 


1897 South 52nd Avenue, 
CICERO, ILL., U. S. A. 
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Tying-In With 


Famous Labels 


The displays pictured are by Les Blei, Nebraska Clothing 
Company, Omaha. Strictly selling windows, they called for 
a theme involving 256 famous, nationally-advertised labels. 
The motif was carried out in the store's twenty windows 
under the general slogan, ‘The place to go for the names 


you know." 
Each label had to be made one at a time; they were 
all hand-painted with faithful duplication of the original 


colors, designs, and proportions. 


Interior displays followed the same theme, as did news- 
paper advertising during the time of the promotion. 


Blei worked on the labels intermittently as time per- 





mitted; in all, about 600 hours were required for the label 


reproduction job. 








4 








NOVEMBER, 1944 PIiSPLAY Wor LD 


31 





Welcome! A.M.C.—N.R.D.G. A. — CAVENDISH 





NORTH ...SOUTH... 
EAST... WEST... 


. . . From all over the nation discriminating displaymen 
come to Siegel's for their display supplies of all kinds. 
There are reasons for this, of course. One is that the 
Siegel reputation has been built on personal service . . . careful, prompt at- 
tention to every order . . . a friendly interest in seeing that your display re- 
quirements are met exactly as you want them to be. 





Another reason is the relative completeness of Siegel stock, even in these 
times. We invite you, on your next trip to New York, to inspect the latest in 
fixtures, racks, mannequins, forms, display specialties and wood, plastic and 
composition novelties. 


Nat Siegel — 39 W. 37th Street, New York City 18 














EARLS BEFORE SHINE 


No, Sir! IVANO PEARL LACQUERS are not just another shiny sur- 
facing. They produce a genuine pearl finish identical to the natural 
“Essence d’Orient” used by jewelry manufacturers for coating pearl 
beads. If you want to get technical about it—it is a crystalline guanine 
dispersion in nitrocellulose lacquer, suitable for brushing, spraying or 
dipping. A water soluble pearl masking solution may be used as an 
undercoat, or to apply to surfaces already painted, so that when IVANO 
PEARL LACQUER is applied the old coating will not blister. 
COMES IN 6 GLORIOUS COLORS 


Vatural Pearl—V iolet—-Gold—Green— Blue—Crimson 


It’s New --- It’s Exciting 


INTRODUCTORY PACKET LIST PRICES 
1 Pint each of the 6 colors of IVANO PEARL LACQUER $2.75 per quart 
] Pint of Lustrone Thinner .75 per quart 
1 Pint of Pearl Masking Solution 1.00 per quart 
1 Pint of Plasticizer (to increase ease of brushing) 2.00 per quart 


$12.00 Value all for $9.75 


FINE CHEMICALS DIVISION 


IVANO INCORPORATED, 166 Commercial Street, Malden, Mass. 
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Think this over 


By FRANK G. BINGHAM = 





“An Open Letter from Johnny, Who 
Doesn't Work Here Any More: 

“I trust upon receiving this letter you will 
accept my apology for not answering your 
very swell letter sooner, but fighting Jerry 
and trying my best to keep letters going 
home is about all I can do. 

“I suppose you will smile at the heading 
of this letter and so do I, because I can 
remember how I helped Dad put in that 
first Victory display called ‘An Open Letter 
to Johnny.’ I never thought at the time that 
some day I would be one of those Johnnies 
work there any more. There 
of changes in my 
wondered 


who doesn't 
awiul lot 


have often 


been an 
life since then and | 
if there have been any 
I've wondered if displaymen and ladies are 
still out for Victory and fight patriotically 
for that window space to put those Bond 
windows in that help us get the things we 


have 


changes at home. 


need 

“T’'ve wondered also about Old Glory as 
we infantry boys march through a liberated 
French town and see French flags flying 
from every building and here and there we 
see our own glorious Stars and Stripes fly- 
ing proudly and I almost have to fight away 
the tears. Because as I see our flag flying 
in France I remember how every day back 
home every flag was unfurled along Main 
street and it makes me proud to be serving 
that flag. 

“There are, naturally, times when I get 
pretty blue and homesick, but when I recall 
how high that American spirit was when | 
left home, and knowing it’s still the same 
and the people are giving their dollars for 
Bonds, then that sad feeling leaves and I’m 
proud to be an American, fighting for Amer- 
ica. That American spirit is something you 
can't beat, it’s the same spirit that makes 
us take more step forward and then 
another, another when we're marching 
and feel we can’t walk any farther. 

“There is one thing that all the boys over 
very much disappointed to hear 
about that 1s so many strikes. I 
to think what would happen if all the boys 
here their arms and 
go on strike for more money. That would 
be a black page for our children to read in 
\merican history books. 


one 


and 


here are 
and hate 


ove! would lay down 


“I was also surprised to hear how much 
the American people are already planning 
on the end of the war. We sure hope they're 
right, but it’s mighty funny that Jerry doesn't 
know that. He keeps right on fighting hard. 
[I read an article in the Stars and Stripes, 
our Overseas paper, and it said people were 
That's 
sure hope 


great celebration. 
to hear it l 


saving for the 


swell, we're glad 


when that patriotic citizen pays 75 cents for 
a shot of whiskey he enjoys it, because that 
boy lying in the hospital with a Jerry bul- 
let lodged in his leg is going to wonder if 
the 75 cents couldn’t have bought one more 
shell for his rifle that he needed to kill the 
Jerry that got him. And I hope when it’s 
all over that patriotic citizen that fell to his 
knees because he got so drunk he couldn't 
stand up is having a good time. Over on 
this we'll be on our knees, with 
tears in our giving thanks to our 
Creator that still alive and can go 
home to all the things we love and miss so 


side too, 
eyes, 


we're 


much. 

“You laugh at all this because I'm 
just a young kid 20 years of age that is still 
wet behind the ears, but that’s exactly the 
way I feel and I dare say 100 per cent of 
all the boys feel the same way. Over here 
we say there’s just one good Jerry and that’s 


may 


a dead one. Likewise, there’s just one good 
dime, too, and that’s the one that buys a 
War Stamp to back the attack. It's 
too late to buy a Bond, but it’s too soon to 
stop buying them. 

“T hope you will excuse this terrible writ- 
ing, but I’m writing this on the ground as 
home 


hever 


we haven't got all the comforts of 
Anyway, it’s not so much the appear- 
ance of a letter as its contents, and believe 
me, my whole-hearted feelings are 
tained in this letter. In closing, I want to 
thank you again for your swell letter and 
wish you the very best of luck. 
you, sir.—Johnny.” 


here. 


con- 


God bless 


The above letter was recently received 
from Pfc. John C. Barbey, 35727627, Co. L, 
315th Reg. A. P. O. 79, Somewhere in 
France, and I sincerely hope it will serve as 
an inspiration to get behind the Sixth War 
Loan window display contest and live up to 
the faith that fighting men have in us back 
here at home. John’s father is display man- 
ager of Levine’s Boston store, La Porte, Ind. 


One word in 1944 display advancement 
stands out like a spotlight on a dark street 
and that word is education. Last April, 
under the leadership of John Courtney, the 
Chicago Display Club began a 
monthly meetings to review the sound prin- 


series of 


ciples of display for the experienced person 
as well as teach them to the beginner. Every 
retail manager in the Chicago area 
asked to cooperate and the results have been 
very successful. John Courtney, president; 
Bianchi, first vice-president; Pauline 
Yuenger, second vice-president; Phil Atlas, 
and Howard Haney, 


Was 


Ray 


secretary, treasurer, 


NOVEMBER, 1944 


plus all the members who have made this 
program possible are to be applauded heart 
ily for this educational achievement. 

The International Association of Displa 
just recently produced a_ loose-leaf book 
entitled: “Display Merchandising Principles 
and Practices,” edited by Syl Rieser, displa: 
director, Stix, Baer & Fuller, St. 
This book will be used to further the teach 
ing of display in adult education, and is 
certainly a definite step in the right direc 
tion. 


Louis 


Wordisplays : Thanks to all my friends for 
their kind words in our recent escape from 
a falling roof near our display department. 
I hope all the over your collective 
heads are safer than the one we had with 
tons of heavy rain to help it give way. 
Wally Kramer, formerly Garrison-Wagner's 
head man in Chicago, writes from India that 
Indianiasis, a disease which affects 
ambition. He caused 
much heat, rain, lack of 
romance, and lonesomeness for home. 
Dick Staines, display director of Vandever’s, 
Tulsa, flew to Mexico City recently to see 
the bull fights, races and do some buying for 
his firm. ...In a recent display at Marshall 
Field & Co., Chicago, a naval officer had on 
a bow tie. Is that regulation, Admiral King? 

Don Bassett, former president of the 
South Bend Display Club and now a é ser- 
geant in the Signal Corps, says: ‘When the 
war is won, it’s back to the display game 
for me!” Fred Hartman, former presi- 
dent of the same club, who is a second-class 
seaman on the U. S. S. General William F. 
Hase, writes: “Display is 
my dish and when the war is over, I’m going 
to eat it up and be happy.” The two 
Phils—Goldberg and Atlas—of Chicago and 
Gary, respectively, attended the Notre 
Dame-Wisconsin game in South Bend. They 
arrived Friday night and now my story ends. 

Jim Logan, Schack’s and Dazian’s, is 
planning a well-earned Florida vacation in 
December. Jim is the only salesman that 
has ever sold five large stores in the same 
city their Christmas interiors the same year. 

Ray Bianchi’s laughing Santa in the 
bathtub will again top all State street toy 
windows ; with Goldblatt’s. . . . Of 
I'm the guy that thought Notre 
Dame wouldn’t lose a game this year, too. 

Gene Supple, display director of D. M. 
Read & Co., Bridgeport, Conn., and his staff 
are working like mad to get ready for the 
Sixth War Loan drive. Read’s hit $890,000 
in the Fifth and are out to make it a 
million this time. “IT have one 
of the swellest bunch of displaymen and 
displadies any display manager could ask 
for.” Bridgeport is a war plant town, so 
it must be that supple way that Supple has 
in handling his staff. Some of the country’s 
display managers who can't keep their help 
long should write to you for some good 
advice, Gene. Joe W. Carper, Uvalde, 
Texas, reports that he, too, will be out for 
the Sixth War Loan contest with eight show 
windows which keep him mighty busy these 
days; but he intends to slip off long enough 
to get himself a buck deer and a Thanks- 
giving turkey. Lots of luck, Joe, on the 
buck, turkey and contest! See you next 
month with a bag full of Christmas news. 
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BERTIL ANDERSON 


Head of Layout and Drafting — who 
only says “NO” when someone fails 
to exercise sound judgment or good 
taste. 





GUNNAR LUNDGREN 


Supervisor of the Carpenter and Cabi- 
net Shop. If he said “NO” nothing 
would function. There is no substitute 
for his dynamic cooperation. 


ARCHIE BARNABY 


Supervisor in Charge of Costuming 
and Special Devices. He’s a genius at 
substitution because he substitutes the 
positive idea “YES” for the negative 


“NO.” 





OTTO MARTINSON 


Master Craftsman and Improvisor. He 
can’t find time to say “NO.” 


LOT ORR ELOY UR OO Tae Ke, 


\\ 
meet the y I: \ 


ALBERT BLISS 


He can’t afford to say “NO.” because 
if he doesn’t produce more business 
hell have to look for another job. 





BETTY PAINE 


Sculptor and Supervisor of Modeling 
and Papier Mache. Betty is one girl 
who always says “YES” ... that no 
job is too big or too small. 
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COURTNEY DOZIER 


Master Mechanic and Electrician. Crit- 
ical shortages have made him hesitate 
more than he likes, but he always 
takes at least an hour before saying 


“NG”? 





CHICK PROVOST 


g Co-Ordinator-at-Large. He is the prime 
-| “YES” man of Bliss Display Corpora- 
in tion. Try him some time when every- 


one else says “NO.” 














JOHN GIANFAGNA 


Master Artist in Charge of Design and 
Production. If he had the habit of 
saying “NO,” he never would have 
contributed more inventive display 
techniques than anyone else in the 
entire business. 





GENE ROSS 


This guy never did say “NO.” His 
experience with War Department and 
U.S. Navy contracts has taught him to 
do the difficult at once and the impos- 
sible a little later. 





ELIZABETH KINGSBURY 


In Charge of Historic Research and 
Promotional Merchandising. The word 
“NO” does not éxist in her full world 
of creative thought. 





HUGH WILLOUGHBY 


A superb artist in charge of the Art 
Department (formerly Art Director of 
the London Hippodrome), who says 
“NO”—if it isn’t dramatic. 
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BLISS CRAFTSMEN ARE COURTEOUS, INVENTIVE AND EFFICIENT F 





BLISS DISPLAY CORPORATION, 460 WEST 34TH ST., 





NEW YORK CITY iT 





BULKLEY-DUNTON FEATURES 
FOR Spring 


NEOPOLITAN 


MARBLE 


PAPER e e e 52” WIDE 


Marble, the building medium of the world’s finest architecture—the 
medium of art and sculpture—is reproduced in exact photographic 
detail, showing complete variegation of design and color depth. 
You can authentically reproduce marble pillars, columns, stairways 
and panels in store-wide displays. You can laminate it to card- 
board, wood, or apply to wall surfaces with paperhanger’s glue. 
Used for floor coverings, case linings and displayer coverings. 


M550 CELESTE (Blue) M552 CAFE (Brown) 
M551 VERDI (Green) M553 MARO (Maroon) 
M554 ROSA (Pink) 


PRICE PER ROLL—52” Wide x 25’ Long 
1 to 12 Rolls 
13 or more Rolls 


Write for Marble Color Chart 


e 
Available For IMMEDIATE DELIVERY 


BULKTON-SEAMLESS 8472’ and 107°’ 


Write for Spring Color Chart 


ee Now Ready New Display Folio— 


“Spring & Summer 1945” 
Write for Your copy to 


BULKLEY, DUNTON & CO. 


Display Papers Division 
NEW YORK (17) CHICAGO (16) LOS ANGELES (13) 
295 Madison Ave. 2635 S. Wabash Ave. 106 W. Third St. 


4 
Enlist Your Windows \n THe 


SIXTH WAR LOAN DRIVE 











DY RY id D9 Ga AV (a 6 OW hi OV ‘a Be 


EARLY DECEMBER SHOPPING WILL INSURE PROMPT SPRING DELIVERIES 





BLISS DISPLAY CORPORATION, 460 WEST 34TH ST., NEW YORK CITY 
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A company has truly made 

its lasting mark 

in the trade 

when -its trade mark has become 
ite indisputable evidence 


ol product quality. 


TAPER. bHOS., ING 


95 Madison Avenue ° New York, N. Y. 
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—This is an easy way of arranging circular display 
shelves on a store post. Cut two pieces of wall- 
board in the shape shown in No. |. Put these 
back-to-back against the post as illustrated in 
No. 2. The upper part of the drawing shows how 
the cut pieces fit against the post, while the lower 
part of the sketch shows the circular shelves placed 
on the brackets. The open sides can be left ‘as 
is,’ but would look better covered with wallboard— 








—Novel is this frame in a stylized design, fastened 
; to the back of a box platform. The design can 

i, be painted in two contrasting colors, or the two 
inside bands can be cut from wallboard and ap- 
pliqued to the frame to give an interesting three- 


a eee ve. dimensional effect. Two shelves are mounted to 
is * build up the display of merchandise that can be 
shown on the platform and floor. Where certain 


lines, such as fashion accessories, are shown, fix- 
tures or a form can be placed back of the frame 
opening— 





























—Another way of using circular shelves 


around a post. Here they have been fas- 

tened to a board, as shown, and then the 

edge of the boards are butted against 

the post. The latter and the upright 

boards are to be painted the same color, 

with the shelves a harmonizing or con- 
trasting color— 














inn | ™ —With the advent of the "Jumbo" tube, some 
‘ | | rather unusual foundations for displays can be 
fw = 0 made. The ones shown here are quite attractive 
( FA in conception. The two end groups are used some- 
. \ \ | | gene Sf Pp what in the manner of the slanting poles described 

\ es : ie " ? in recent issues of DISPLAY WORLD. The one in 


the center is an interesting arrangement of the 

tubes. These, incidentally, can be obtained from 

your regular display supply houses. Occasionally 

they can be obtained from printers who use paper 
supplied in large rolls— 
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Natural Yoliage Iu A Spring Fashion Window 
by Guy, Malley, Neiman-Marcus, Dallas 
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Presewed Foliage In The Display Supplied By 


Everglades Palm Company 
Haines City, Horida 


Order from Catalogue 
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The QUESTION for Today 


The probable answer is that many store executives have not been acquainted with the measurable 
factors in display merchandising, at least as well as they have been informed about other media. 
Today's impartial surveys prove over 70% of the impulse buying is the result of display. Most 
of the over-the-counter war bond sales come from display. We know that display is getting more 
and more attention from store executives and that display directors are being given increased budgets. 
The members of N.A.D.I., a progressive group of display manufacturers, 
are prepared, even now, to offer display materials which will definitely 


















y, V4 increase retail sales. They can supply you with everything you need, to 
/ invest 73 OF your take advantage of display as a powerful medium. They have on their 
nomen eniasil drawing boards, displays, which after the war, will continue to raise the 
* level of merchandise presentation. . . . Consult them! 
DISPLAY 
* 
a Members of the 
\dler-Jones Company L. A. Darling Co A. Lutz Nat Siegel Fixture Co. 
\dvertisers Display & Dazian’s, Inc. Maharam Fabric Corp. Silvestri Art Mfg. Co. 
Exhibits, Inc. Decorative Plant Co. Mechanical Man, Inc. Standard Fixture Co., Inc. 
\laddin Fabrics Display Equipment Corp. Messmore & Damon, Inc. Staples-Smith Co. 
\llied Display Materials, Inc. Display Products Co. Mileo Mannequins Starkman Display Center 
American Fixt. & Mfg. Co. Facil Fabrics Co. Old King Cole, Inc. W. L. Stensgaard & 
Arrow Dec. & Fixt. Co Gardner Displays Co. Reflector- Hardware Corp. Associates 
Bliss Display Corp. Garrison-Wagner Co. The Reyburn Mfg. Co., Inc. Timbertone Decorative 
Ive Brueser Studios, Inc. Earl W. Gasthoff Co. Rip Studio Co., Inc. 
Bulkley, Dunton & Co. General Display Corp. Schack’s, Inc. Jas. B. Williams, Inc. 
The Carrata Co. The Greneker Corp. Scheuer Mfg. Co. Sue Williams Studios 
L. J. Charrot Co., Inc. Victor Haida Displays, Inc. Sherman Paper Products W. M. Zeppen-Field Studios 
Coy, Disbrow & Co. \l Halverson, Inc. Corp. Display World, Associate 
Crystal Fixture Co. B. A. Jacobs Co. Shoe Form Co., Inc. Member 
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from Groups |, 2, 3, 4 (not furnished singly). Quantities are limited—so wire your order TODAY. 


Here is shown Group 
I-A including 9 por- 
traits. Each one 37" 
x 43", on white offset 


paper. 









Below are listed 
Groups 2, 3, and 4— 
a total of 38 por- 
traits. You'll want all 
of them. 


e 


Prices F.O.B. Chicago—Wire Your Order TODAY 
(Group |-A)—set of 9 portraits as shown above @ $25.00 per set. 


General George E. Marshall 


Lt. General Ira C. Eaker 
Lt. General Carl Spatz 


Lt. General Claire L. Chennault 
Lt. General George E. Stratemeyer 


Lt. General Brehan B. Somervell Vice Admiral Russell R. Waesche 
Lt. General Joseph T. McNarney General Holcomb 
Lt. General Alexander M. Patch Admiral William D. Leahy 





Admiral Sir Andrew Cunningham 
Field Marshall Bernard Montgomery 
Captain Mildred H. McAfee Franklin Delano Roosevelt 

Act. Admiral Lord Louis Mountbatten Winston Churchill 


PACIFIC EXHIBITS CO. OF ILLINOIS 
DELAWARE 6950 


Lt. General Alexander A. Vandergrift 
Admiral Ernest J. King 


466 WEST SUPERIOR STREET 


PORTRAITS OF VICTORY LEADERS 


To Help YOU Compete in 6th War Loan Contest Totaling More Than $100,000 


Great stress has been laid by the War Finance Division of U. S. Treasury on the necessity of creating a greater patriotic atmos- 
phere during the 6th WAR LOAN and after it ends, so we offer the outstanding portraits of Military Leaders in 4 Groups as 
shown and explained below. With the ones you select, dramatic and patriotic Displays may be created for windows, walls, 
lobbies, aisles, etc. These outstanding portraits are being made available to you because of direct Treasury appeal. Select 





General Henry H. Arnold Lt. General George S. Patton 


General Dwight D. Eisenhower General Joseph W. Stillwell Admiral Chester L. Nimitz 

General Douglas MacArthur Lt. General Mark W. Clark Admiral William F. Halsey, Jr 
(Group 2-B)—set of 18 portraits @ $47.50 per set, which includes all of Group | and in addition the following: 

Lt. General James H. Doolittle Lt. General Jonathan H. Wainwright Lt. General Omar N. Bradley 


Major General Millard F. Harmon 
Major General Robert I 


(Group 3-C)—set of 27 portraits @ $67.50 per set, which includes all of Groups |, 2 and in addition the following: 

Colonel Oveto Club Hobby 
Captain Dorothy C. 
Colonel Ruth Cheney Streeter 
(Group 4-D)—set of 38 portraits @ $85.50 per set, which includes all of Groups |, 2, 3 and in addition the following: 

Joseph Stalin 

Generalissimo Chiang Kai Shek 
General Charles De Gaulle 





4\ 


All are dark sepia 
photo-gelatin repro- 
ductions of original 
oil paintings. 


Eichelberger 


Stratton 





CHICAGO 10, ILLINOIS 
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J.A.D. News... 








An air mail letter from Dave Estes, presi- 
dent of the International Association of Dis- 
play, requests that the $115,000 Sixth War 
contest be given top 
effort be made to 
the entire display 


Loan window display 
that extra 
marshal the support of 
profession to back up the drive. 

We agree with President that no 
subject is of more vital importance to the 
this national dis 


billing and 


Estes 
war effort program than 
play contest. 

It is urged that every 
display organization, every 
individual in and out of the display 


displayman, every 
publication and 


every 
industry give their enthusiastic best to 
make the Sixth War Loan drive a huge 


success. 

Since the display 
reach a daily audience estimated at millions, 
the International Association of Display 
with members in every nook and corner of 
the country the opportunity to take 
advantage of the powerhouse of publicity af- 
forded by the interior and window display 
North, south, east and west, 
largest 


windows of the nation 


have 


of the nation. 
from the smallest to the 


units of 


retailers 
and all 
description are invited to enter this greatest 


stores chain store every 
of all display contests. 

More than 6,300 awards by states, by geo- 
graphical sections, and on a national basis 


are offered. Every state will have a chair- 


man. These chairmen are to create ways 
and means to enlist every retailer in thei 
state. Judges will be selected within each 
state. The rules of the contest must be 


followed closely or a photograph will 
be disqualified. 
a $100 War Bond or 
This facsimile 
exact. All photographs must be mailed to 
DISPLAY WORLD on or before Decembet 
reveals 


very 


Every window must have 


reasonable facsimile. 


does not have to be too 


26. Information already received 
that in some states the governors are going 
to act as judges, moderators and in some 
instances will give out the prizes. For more 
specific information regarding the rules and 


numerous classes, be sure to re-read the Oc 


tober issue of DISPLAY WORLD. Enter 
this contest. Help the Sixth War Loan 
drive reach its quota. 


\n encouraging report on the opening of 
the I. A. D. distributive education 
comes from Managing 
Spies’ office at national headquarters. 


course 
Roland 
This 
course, which has been designed for persons 
employed full or part time in display work 
themselves for the 


Director 


or desiring to qualify 
many important 
fulfills a 
has long awaited. 

Under the inspired leadership of President 


phases of merchandising, 


service the I. A. D. membership 


Dave Estes important progress has been 
Proof of the value of this course is 
who. at- 
lessons in the audi- 
Electric Company at 


made. 
substantiated by the 625 
tended the 
torium 


persons 
first three 
of the Union 





By C. H. FADEM TR NANA ATELIER 


Publicity Director 


St. Louis, under the auspices of the St. 
Louis Display Guild. 

It is believed that this course has already 
set the stage for a sound and practical pro- 
gram to meet the postwar challenge. This 
is also evidence that the I. A. D. has taken 
up this vigorously and has em- 
barked upon an that 
promises sound and constructive benefits for 
the future. 

A sixty-six page manual very neatly pre- 
under the title “Display Merchan- 
dising Principles and Practices” is being 
sent to officers, directors, affiliated display 
clubs and to members tor the purpose of 
starting this distributive education on its 
Copies are being constantly put into 
Appreciation is due Syl 
Rieser, display director for Stix, Baer & 
Fuller, St. Louis, for his tireless efforts and 
direction in the preparation of this “outline 
and guide;” to Dave Estes for his per- 
sistence in extending the benefits to all dis- 
and to Francis Wright, dis- 
education supervisor for the St. 


pract ice 


educational program 


pared 


way. 
the mails daily. 


play groups, 
tributive 
Louis Board of Education, for his ideas and 
bringing this pro- 
gram into being. 

To Sidney Durham, president of the St. 
Louis Display Guild, and its entire member- 
ship goes full credit for their fine spirit of 
cooperation in starting off this course. The 
ground work for these interesting lessons in 
laid. 


assistance in elaborate 


display has been well and adequately 
Those original hardy souls who saw fit to 
give of their time and effort that their ideals 
fruition can not intermi- 
The genius of their pioneering 


might see work 
nably alone. 
needs the material support of every display- 
man trade 
elevated to the dignity of a profession and 
who recognizes in the characteristics of this 


who wishes to see his so-called 


profession the prestige that it embodies. 
It is urged that every display group write 


in for this comprehensive display course. 
Through the cooperative efforts of your 
local retailers’ association or chamber of 


commerce and the “distributive education 
facilities” of your local board of education, 
you can do much to spearhead this course 

Help your fellow display- 
assisting members and non- 


in ten lessons. 
men, help by 
members to do a better display job through 
a practical training designed to 
meet and enhance vour value in the field of 
There are no 


program 


visual merchandise selling. 


fees, no books, no examinations. If 


are interested write to Roland Spies, man- 


you 


aging director of the I. A. D., 1127 Pine 
street, St. Lous. 
It is the sincere wish of the I. A. D. that 


display merchandising principles and_ prac- 
tices be placed within the reach of all per- 
sons making display their life work. New- 
comers will find these lessons in visual mer- 
chandising and selling very valuable. Only 
as all displaymen bend their efforts, through 
support of educational programs, to heighten 








the status of their profession, will each in 
dividual member of dispiay prosper. Be sure 
to write today regarding the distributiv: 
education course. 





The Memphis Display Club recently or 
ganized and elected the following officers 
Kearney Sobral, president; E. L. Brannon 
first vice-president; James H. Walls, second 
vice-president; Ruth Brewer, secretary 
treasurer. Board of directors: E. W. Booth, 


Fred Lokey, W. D. King, L. K. Cochran, 
Shirley Cositt, David Sauls and Joseph 
Bronsing, chairman. Durane Harsson is 


publicity director. Miss Brewer is display 
manager for Bond Clothing Company. The 
meeting room of this live-wire display club 
will be the display rooms of the Wray Wil- 
liams Blue Print Company. The I. A. D. 
wishes to thank Wray Williams for his fine 
cooperation and his willingness to let the 
displaymen of Memphis make his display 
rooms their headquarters. 

C. H. Fadem, state promotional display 
chairman of the War Finance Committee 
for Ohio, has been appointed state chairman 
of the Sixth War Loan display contest... . 
Ralph W. Adler, of Jas. B. Williams, Inc., 
New York City, and president of the Na- 
tional Association of Display Industries, 
was a recent visitor in Cleveland. . . . Inter- 
esting and complimentary letters from dis- 
playmen and manufacturers over the fine 
goodfellowship and spirit of cooperation ex- 
isting between the members of the I. A. D 
and the Southern Display Association are 
reaching this office. ... Board member Gene 
Turner, Atlanta, and his boys came through 
with a meeting in honor of President Estes. 
Managing Director Roland reports 
that the I. A. D. membership shows an in- 
crease of 279 new and renewal memberships 
within the last three months. 


Spies 


The past few years have demonstrated the 
of the window display profession. 
They have been as test as might 
be imagined. And in passing through them 
we have discovered that the present type of 
display is gaining in high demand; that the 
window shopping public has become Amer- 
ica’s window buying public. 

From the early days of display to the 
present, a continuous improvement in ma- 
terial and technique has been easily dis- 
cerned. The time long ago arrived when the 
finest talents of the world were displayed 
. the fine display 
ever-ll 
making 


S« lidity 
severe 2 


in window presentations 
experts and their assistants. In 
creasing measure this 
itself felt. 

The I. A. D. is not only in the foreground 
of this trend but its complete faith in the 
future is being expressed by its participa- 
tion in the most constructive and potential 
program for a bigger and better association 


progress is 


under the leadership of Dave Estes. 
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Illustrated: Hinged screen constructed of wood and beaverboard. Painted decorations. 


tarlatane ruffle on chair and window. Flowers of pauper sculpture. Chair can seat mannikin. 


Price on request. 


LET THE SNOW FLY—WE CAN'T STOP IT. COME TO SEE US WHEN YOU ARE 


IN NEW YORK IN DECEMBER. WE CAN GIVE YOU A CHEERING VIEW OF ° 
SPRING—OUR LINE IS READY. 


. .. GAY AND INGENIOUS DISPLAY FURNITURE, DELIGHTFUL GROUPS OF 
15 east 22nd street 
FIGURES IN MACHE AND LOTS OF OTHER BEAUTIFUL THINGS. CUSTOM 
new york 10, nm. y. 


BUILT TO YOUR PLANS. 
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What's New . 
oint-Of-Sale Display ? 


In 


— Hussey - Woodward, Inc., 
New York City, created this 
Bayer aspirin merchandiser 
designed to hold an ample 
assortment. It is designed 
for semi-permanent use and 
has the appearance of 
grained walnut. Its size in 
use is 10 inches deep, 9 
inches wide, 13 inches high; 
it folds to 10 by 15% inches— 


DISPLAY WORLD 


—Used once again is the famil- 
iar painting by Norman Rock- 
well to give appeal to a display 
for Upjohn vitamin products. 
Actual packages are placed on 
the center shelf, while side wings 
und side cards carry descriptive 
presentations of the packages. 
Created and _ produced by 
Forbes, Boston— 


—''For men who aren't wooden Indians" is the 
slogan of Harwood Manufacturing Corpora- 
tion, New York City, for the firm's shorts and 
pajamas, and this idea has been carried 
through for point-of-sale emphasis by a host 
of miniature cigar store Indians. They 
are the work of Rochette & Barzine 
Corporation, New York City— 


—This new ‘'Personna” 
blade dispenser for 
counter use dramati- 
cally gives the story of 
“blades by mail" to 
men in service. Ten of 
the blades are pack- 
aged so that their con- 
tainer self-folds into an 
envelope and also con- 
tains sufficient space 
for a letter— 


NOVEMBER, 


MA r 
DE BY THE MAKERS OF BIL CENYS peas 


—This novel display cabi- 
net for the 'One-a-Day" 
vitamins of Miles Labora- 
tories, Elkhart, Ind., is the 
work of Harve Ferrill & 
Co., Chicago. It repro- 
duces faithfully the figure 
"I" used in the trade- 
mark. The unit is 15 inches 
wide and 27 inches tall, 
yet requires only 6% 
inches of space in depth— 
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Meetings Pave The Way 
For War Loan Contest 

As a preliminary to the opening of the 
national display contest for the Sixth War 
Loan, meetings have been held in various 
parts of the country to acquaint War Loan 
workers with details. At a meeting in At- 
lantic City in October, Charles W. Alex- 
ander, War Advertising Council, presented 
the contest program to state administrators 
in all states from Maine to Carolina, as well 
as to state retail chairmen and a number 
of outstanding retailers who attended. Ap- 
proximately 500 were present, each receiv- 
ing a copy of the four-page announcement 
which appeared in the October issue of DIS- 
PLAY WORLD. 

Other meetings were held during October 
in Chicago, New Orleans, and Harrisburg, 
Pa., while in Los Angeles the contest pro- 
gram was explained at a similar meeting 
by Ed Pulte, chief of the Retail Division 
for the Treasury. 

Alexander reports of these meetings: 
“Everywhere, everybody has accepted this 
contest with a spirit of enthusiasm which 
could not help but be contagious. Already 
in some states they are arranging to have 
the governor of the state present the awards 
at the final state meetings after the judging 
has taken place. Certain chains of stores 
have already told their display people that 
they must put in a War Bond window dis- 
play and they must enter this contest; they 
have even gone so far as to offer company 
prizes in the event that any of the stores in 
their chain win either a state or a national 
prize.” 

Finally A Display Mannequin 
That Moves—And Breathes! 

Andy Matzer, display manager for Roll- 
man’s, Cincinnati, is recounting the story of 
the latest addition to his stock of display 
mannequins. The incident took place the 
night of November 6, and happened this 
way, with something of a Thorne Smith 
flavor: 

The night watchman at Rollman’s thought 
it was just another mannequin displaying 
apparel on the fifth floor, until the figure 
moved. Whereupon the watchman’s dignity 
departed, and so did he. Police who searched 
the building a short time later found a 
young woman wearing a sweater, skirt and 
slip, all belonging to the store. 

Her explanation was that her husband 
had brought her to the store just before 
closing time, after some election-eve cele- 
brating in which her dress had been torn. 
They became separated and she fell asleep; 
no explanation was given as to how she 
happened to be wearing some of the store’s 
merchandise. 


"Sew And Save" Contest 
Set For February 

The National Needlecraft Bureau, Inc., 
New York City, has announced the dates 
for the organization’s “Sew and Save” pro- 
motion for 1945. This will take place Feb- 
ruary 17-24, and as in past years will have 
a national display contest as part of the 
Promotion. Full details of the contest, 
which will be divided into three divisions, 
will be announced later. 
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A new triumph of display art 





conceived by Mileo Studios. 
Be sure to see the complete 
line of Mileo Mannequins— 


they sell merchandise. 


MANNEQUINS 











P. c. MILEO JUST OFF FIFTH AVENUE 


7 West 36th Street New York 18, N. Y. 











DOERR and associates 


now readying a limited line of smart, distinctive window 
and interior display pieces for spring. If you would be among 
the first to use these attractive, new designs, write now for 


your copy of the brochure, ''Spring—1945." 


| DOERR ee a 


DISPLAY MANUFACTURERS @ 233 TALBOTT BUILDING @® DAYTON 2, OHIO 
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Title Registered U. S. Patent Office 
Combined with 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 





H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 


OUR PLATFORM 

. The Promotion of Display. 

More Display Cooperation by Manufac- 

turer and Merchant. 

Advancement of the Display Business. 

. Practical Service to the Display Profession 
and Industry. 

. Greater Appreciation of Display's Power in 
Merchandising. 

. Absolute Independence of Our Editorial 
Columns. 
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The Sixth War Loan 
And Display 

On November 20 the Sixth War Loan 
drive officially opens, to continue through 
December 16. And on November 29 there 
also begins the greatest contest the display 
field has ever seen, with a total of more 
than $115,000 in War Bond awards offered 
in state, sectional and national prizes. 


This contest, as explained in previous is- 
sues of DISPLAY WORLD, originated with 
the War Advertising Council and is spon- 
sored by eleven prominent national adver- 
tisers, with the cooperation of the National 
Association of Display Industries and DIS- 
PLAY WORLD. It has the enthusiastic 
endorsement of the United States Treasury. 


The contest was arranged for, not because 
displaymen and retailers in general need 
such prizes to induce them to use display 
backing up the Sixth War Loan, but because 
such an event produces tangible evidence in 
the form of photograph entries of the part 
display plays in the war effort. That is one 
reason why all those connected with display 
will do everything they can to stimulate the 
number of entries in the contest; it is a way 
of dramatizing the part display has in win- 
ning the war. 


Perhaps some may believe that the great 
amount of newspaper, radio, and similar 
forms of advertising which will be swung 
in behind the Sixth War Loan will far over 
shadow the contribution of display; 
the following paragraphs, is proof that these 
other media must have display’s help to 


here, in 


make the campaign successful. The para- 
graphs were written by Ted R. Gamble, na- 
tional director of the Treasury department's 


War Finance Division: 


DISPLAY WORLD 


“Retailers account for literally hun- 
dreds of millions of dollars of direct Bond 
sales. The retailers who made display a 
part of their campaign during the Fifth War 
Loan drive by using strong War Bond dis- 
plays did an outstanding job. When I say 
they did an outstanding job, I mean they 
sold more War Bonds than those who did 
not. 

“We had in the Fifth War Loan drive the 
use of $24,884,000 worth of media. We had 
in excess of $11,000,000 worth of radio time. 
We had in excess of $10,000,000 worth of 
newspaper space. We had a million and a 
half dollars worth of outdoor advertising. 
We had the use of 17,000 theatre screens in 
the nation. We had one of the most com- 
plete and one of the most concentrated ad- 
vertising and promotion campaigns ever 
conducted in this country, and we had the 
good sense in the Treasury department to 
turn to experts in every field of those media 
for the best support in preparing the right 
kind of copy and the right kind of advertis- 
ing to reach the public, so that an intelli- 
gent and professional job was done. Yet 
with all of that we found that in those com- 
munities where they added this display ‘plus’ 
that we met with a higher degree of success 
than we did in communities where that was 
not done. 


“T don't know of any single thing that we 
have projected or planned for the Sixth War 
Loan drive that is more important than this 
particular project. ... The Treasury depart- 
ment is tremendously appreciative of it and 
will stand ready to support it in every pos- 
sible way to the end.” 

This statement was based not on theory 
but on carefully considered evidence. The 
contribution of retail display to the Fifth 
War Loan drive was analyzed and the con- 
clusion reached that regardless of the valu- 
able help of other advertising media, that of 
display is essential if the maximum Bond 
sale is to be accomplished. 


This is one of the greatest compliments 
ever paid this field, and it should be a source 
of much satisfaction to all connected with it 
to know that the industry and_ profession 
are making such a splendid contribution to 
victory—and that that service is accorded 
due recognition at its true value. 


But, after all, this praise for display is 
for a past achievement; there still lies ahead 
a bigger effort in connection with the War 
Loan campaign which starts November 20. 
Display’s part can be still greater, its recog- 
nition more firmly established, if everyone 
in the display profession and in the display 
industry will make this a personal matter, 
feel a personal obligation and responsibility 
for putting this sixth drive over in such a 
way that it will be an outstanding success. 
While display’s aid will be judged collec- 
tively, it will be the work of individuals 
which will add up to the total. It is an- 
other way of expressing the old axiom of 
geometry: “the whole is greater than any 
of its parts, and is equal to the sum of all 
its parts.” 

Display is going forward with giant steps, 
and this Sixth War Loan drive can well be 
regarded as another milestone to be taken in 
stride. 
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Why Spring Planning 
Is Necessary Now 


+ 


On page 7 of this issue appears an article 
entitled “Let's Look Ahead to Spring.” We 
recommend its careful reading, for it anal- 
yzes dispassionately the situation among dis- 
playmen, display manufacturers and distri- 
bution agencies with regard to the early 
spring season just ahead. 

It seems a fitting time to comment on the 
changing habits of the display field in plan- 
ning and purchasing. The old custom of 
last-minute buying of seasonal needs, which 
was especially characteristic of displaymen 
representing smaller stores, is passing swift- 
lv—a casualty of wartime conditions. Only 
a few die-hards continue delaying their dis- 
play purchases as long as possible, and even 
these are learning by bitter experience that 
such a habit these days is fatal to their 
plans for a given promotion. 

Earlier planning and earlier buying of 
display needs is beneficial to all concerned, 
and those who have found this out for them- 
selves will undoubtedly continue along the 
same line after the war is won and material 
shortages and lack of manpower are things 
of the past. Plans laid early permit a more 
leisurely tempo in assembling materials and 
installing the finished displays; they enable 
a displayman to “cut his coat to fit his 
cloth;” to revise or improve his original 
ideas to fit in with available materials and 
equipment. 

From the display manufacturer's view 
point earlier planning and ordering on the 
part of the displayman has become down- 
right essential. With his personnel cut 
drastically, or with much of it engaged in 
war production, there simply isn’t enough 
time or enough help to take care of orders 
placed at a comparatively late date. But 
when such orders reach him well in advance 
of a season, its production can be spread 
over a longer time and among workers as 
they become available. Hence he can take 
care of his clients, the shipments reach the 
store on time, and everyone is happy. 

The article on page 7 goes into detail 
about the forecast for early spring, 1945, and 
we believe you will find its suggestions 
helpful. 





Findlay Resigns 
At Maison Blanche 

The resignation of Robert Findlay as dis- 
play director of Maison Blanche, New Or- 
leans, has been announced; it will become 
effective on December 1.  Findlay’s new 
connection has not been divulged, but it is 
rumored that he is joining a store in Texas. 
Maison Blanche has not yet revealed who 
will succeed him, 














We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 
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New Patriotic 


FLAG SETS 


oi], 
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Ipeat for window and store decoration, and patri- 
otic displays. Flags of ail Allied Nations in full 
colors, mounted on special shield that hangs or stands 
anywhere. Send for illustrated price list today. 


U.S. and ALLIED 


FLAGS 


U. S. and Allied flags in all sizes and 
materials. Write today for illustrated 
catalogue. 


REGALIA MFG.CO. 
Dept. 64, Rock Island, Ill. 


EFFECT OF LEATHER 


Price of Paper 


WITH 














A CLOPAY 
PRODUCT . 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 


for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 


CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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And POSTWAR DISPLAY 


By HOWARD WILLIAMS 
Vice-President, Co-Operative Displays, Cincinnati 


(The following was presented in the form 
of a microphone interview.—Ed.) 

Announcer: The Advertisers Club of Cin- 
cinnati presents a microphone discussion on 
“Visual Education and Its Relation to Post- 
Display,” by Howard Williams, execu- 
vice-president, Co-Operative Displays 
Burton-Rodgers, Inc. To intro- 
duce the subject of display this afternoon, 
Howard, what is your idea of the meaning 
of display? 

Williams : 
will be “showmanship.” 

Announcer: I can readily appreciate that 
viewpoint, because any recognized form of 
advertising, when simplified, is showman- 
ship, but let us hear how display originated 


war 
tive 
Division, 


Display is, was, and always 


and how it has graduated to its present 
status. 

Williams: Display came into existence 
when our ancient ancestors began making 
and bartering the wares which they had 
particular skill in making. They would 
put these wares out for showing and sale, 


and enhanced them in their own particular 
way to their attractiveness. The 
ancient Phoenicians discovered a royal pur- 


increase 


ple dye, which was extracted from shell-fish ; 
they began trading in wares using this dye, 
and were known as the greatest traders in 
ancient history. They, too, were color and 
merchandise conscious. 

Thus display had an early origin, and, 
throughout the years, wherever trade was 
accomplished among people and_ nations, 
wares were always displayed to their best 
advantage. In the early stages of trading 
and merchandising in our own country, and 


when the idea of de- 


into vogue, 


time 
partment stores first came 


even down to the 
prac- 


tically the only medium of display consid- 
ered as essential was in the windows of the 
establishments offering merchandise to the 


public. The early show windows were clut- 
tered with merchandise; merchants had the 
idea that the display of merchandise in great 
quantities added to its sales value and con- 
veyed to the public the fact that the 
had ample supplies for all the needs in the 
Soon the window display task 
in the store became a job in itself, and men 


store 
community. 


were employed especially to execute window 
and counter displays. Occasionally, a store 
would employ a man who had artistic abil- 
ity could 
chandise display more nicely than his com- 
petitor; that artistic ability in store windows 
has grown to the point where it has reached 
a high of skill) in 
presentation. 


simply because he arrange mer- 


degree merchandise 


What 


pre y2TeSS 


true 
us 


\nnouncer : you say 1s very 
the of but tell 
now how display studios originated. 


Williams: A need for skilled display 


about display 


rap- 


idly arose, not only in the department and 
| specialty store field, but among manufac- 
turers who had become display conscious. 


too, wanted to present their merchan 
dise story in such a way that the publi 
would be sold on their particular product 
and ask for it in the store. Also the stores 
began asking the manufacturer for display 
help in increasing the sale of his own prod 
uct. There were many sign shops in ever 
city, but since in most instances they wer 
not trained in the art of shaping a display 
around a product, they could not provide 
a professional service. Certain displaymen 
who had been employed in department stores 
and merchandising fields began to get ideas 
that a display studio, equipped with profes- 
sional ability to plan, design, and build dis- 
play sets and dealer help material, had a 
very definite place in modern advertising, 
and many of them were established. Before 
the war, however, not too much emphasis 
was given to the thorough technique neces- 
sary for complete merchandise presentation. 
In many cases the only necessities—besides 
a little artistic and planning ability—were 
a hammer, saw, and paint brush. But in 
the period closer to the beginning of the war, 
display became more and more scientific, 
pecially with the promotion gigantic 
world fairs in principal cities of the United 
States and foreign Art and skill 
into their as a necessary tech- 
nique in display execution, and much atten- 
tion being to product analysis. 
Announcer: I can compare display, in many 
respects, to the progress of radio, for I know 
that after the war, visual radio, or 
television, will come into prominence, and 
will probably be in most homes in 
There, involved the 
seeing, but back to the 
What display studios do 
when the Did they fold up: 
Did they get into other fields, or just what 
did happen to them? 

Williams: Many of them did fold up; they 
quit business because display advertising 
was not as essential by the War 
Production Board, and materials could not 
be secured in quantities sufficient to carr) 
on a strictly commercial business. On_ the 
other hand, I can speak from experience 
with respect to a few outstanding display 
studios which planned ahead and used in- 
in adapting themselves to the war 
program. It developed that many new op- 
portunities presented themselves to capable 
display studios through the government pro- 
gram of providing visual educational mate- 
rial to instruct the personnel of the armed 
forces quickly and thoroughly. When _ the 
war began, the old method of using text 
books to teach military students was in 
this method was found, by the na- 
military leaders, to be too slow and 
thorough than by the employment of. 
for instance, third dimensional models 0! 
the actual thing which the student was 
studying. Our company i 


They, 





es- 


of 


countries. 
came own 


was given 


soon 


our 
value 
war 


too, is 

let’s get 
did the 
war came? 


country. 
of 
period. 


classified 


genuity 


vogue; 
tion’s 


less 


was commissione! 
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Interested in TELE VISION? 


Attend the Ist ANNUAL 


TELEVISION PRODUCTION CLINIC 


January 15-16-17-18 


® Television as Retail Medium ® Color in Television 

© Equipment Costs © Window Television 

® Personnel Training © Settings for Television 

© Programming ® Merchandising via Television 
© Setting Up a Tele Department ® Televised Fashion Shows 


Write or Wire your Reservation to 


TELEVISION WORKSHOP 


IRWIN A. SHANE, Executive Director 
1! W. FORTY-SECOND STREET, NY 18, NY 




















WoW. ZEPPEN-PPEDD 
HOLLYWOOD 


Announces a Spring showing, presenting our 
latest creations of high-grade mannequins, 


at the 


McALPIN HOTEL --- ROOM 465 
NEW YORK CITY 


DECEMBER 1-10 EVERYONE CORDIALLY INVITED 


W. M. ZEPPEN-FIELD STUDIOS 


923 NORTH COLE AVENUE HOLLYWOOD 38, CALIF. 














— 


an 


5 
17) 
DAMAGE 


IS COSTLY! 


Get sun-fading 
protection with 


Transparent 
SUN SHADES 


Bright sunlight ruins delicate colors 
of merchandise and display fixtures. 
TRANSPARENT SHADES help cut this 
waste. They insure constant window 
visibility and at the same time help 
protect display material from damag- 
ing sun rays. No need to use venetian 
blinds, canvas strips, or awnings that 
hide your windows. More than 100,000 
windows are now protected by TRANS- 
PARENT SHADES. 


WRITE TODAY for descriptive folder, 


sample swatches, and prices. 


ORDER NOW 
For Spring Deliveries 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 So. Broadway, Los Angeles 15, Calif. 














EQUIPAENT 


Largest and most complete stock 
of Display Materials carried in the 


NORTHWEST 
MANNEQUINS @ RACKS @ HANGERS 
ARTIFICIAL FLOWERS @ GRASS MATS 
BACKGROUND PANELS @ LUCITE 
FIXTURES @ STAPLES @ FACIL FAB 
FLAGS @ DECORATIVE PAPERS 
SEND FOR CATALOG 
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20 DISPLAY MATERIAL 





1417 FOURTH AVENUE, SEATTLE 1, 





WASH. 





@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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to design and produce silhouette recogni- 
models of Allied and enemy 
planes. These were produced by the mil- 
lions, to supplement the army and navy 
program of instruction, and they performed 
a real lives would 
soon depend upon the instant recognition of 


tion combat 


service to men whose 
combat planes. 

Particularly in the air forces it was found 
necessary that the pilot and his entire crew 
should know and understand the basic prin- 
ciples of operation of all the important in- 
struments which controlled their plane. It 
was imperative that the training or educa- 
tional period for these students be reduced 
to an absolutely minimum, so that thousands 
of men would be available sooner to fill the 
ranks of our air forces to go overseas. It 
was decided that giant mock-ups of the in- 
struments to be studied in 
would materially aid in shortening the train- 
ing period, and, from an experimental basis 
at the outset, this idea gradually evolved 
into a comprehensive program, requiring the 
production civilian organizations 
equipped to engineer and produce this type 


the class room 


aid of 


of equipment. 
that 
studios were recognized by the government 


Announcer: I understand display 
as being of invaluable aid in this program, 
and take an active 
part in its development. Didn't this necessi- 
tate that the display studios expand their 
personnel to skills of all kinds, and some 
that they did not heretofore utilize ? 
Williams: Yes, it did. 


zation, our staff of engineers and artists who 


were commissioned to 


In my own organi- 


could produce practical replicas of airplanes, 
naturally fell heir to other important work ot 
a similar nature. They had the ability, and 


became trained in taking manufacturers’ 


production drawings and making interpreta 


tions which almost anybody could under 
stand. These interpretations, in our wat 
times, have become known as mock-up 


trainers. 
Announcer: What were some of the spe- 


cific things your studio was called on to 
make ? 
Williams: Some of the more important 


items are training cockpits of various air- 
plane mocked-up with complete 
functioning instruments in every operating 
detail, the well-known Sperry instruments, 
as the automatic pilot and the gyro- 
horizon, Vicker’s hydraulic equipment, the 
Holley carburetor, the Strombert carburetor, 
Bendix equipment, radio installation train- 


models, 


such 


ers, training fuselage of the Lockheed Vega 
Ventura, and many others too numerous to 
Many otf extremely 
complicated, and required the greatest de- 
skill in their mock-up planning, 
and production. One of the 
which we 


mention these were 
gree of 
engineering, 
extremely complicated devices 
bombing 
This de 
operation, 


are now making is a_ high-level 
trainer for the Army Air 
mechanical 


Force. 


vic involves elec 


trical controls, and photographic projection, 


requiring 950 drawings and 2,650 separate 


assignment for scientists surely, 


builders. 


parts—an 


not only just display 
Announcer: This program must have pre 
organization to 


better during 


serve display 


the 


pared your 


advertising even postwar 
period. 


Williams : 


It certainly has put the display 





NOVEMBER, 1944 


studio able to weather the war period in a 
very desirable position for postwar adver- 
tising display. 

Announcer: Tell us, then, how visual edu- 
cation and postwar display will merge into 
better advertising display. 

Williams: Product analysis, in 
display, will be of greater importance than 
ever before. New firms, new products, new 
machines, new and greater world fairs and 
expositions—all will be put on = display 


postwar 


throughout our nation and the world. Man- 
ufacturers will be wanting to show their 


new products and instruct people in their 
I believe display must keep up, and 
will keep up with this greatly expanding 
scientific world of ours. For instance, [ 
have here an exhibit showing, in a scientific 
arrangement, the molecular composition of 
synthetic rubber, from which tires 
for automobiles and thousands of other 
items for home and industry. This is the 
type of educational display that not 
fail to find a lasting place in advertising 


use. 


come 


can 


programs. 

Announcer: Isn't visual education equip- 
ment, as made by a display studio, import- 
ant also in the instruction of the personnel 
of various manufacturers, as to product use 
and value, manufacturing and 
other functions, as well as merchandising 
practices? 

Williams: Yes, I am glad you reminded 
me of that. It is very important, and the 
manufacturer will go to the display studio 
because of its skill in this particular line, 
and the many accomplishments 
we have stated before. 


processes 


because of 





$2,750 In Prizes Offered By 
International Pictures 

A national display contest with awards 
totalling $2,750 in War Bonds has been an- 
nounced by International Pictures, Inc., 1270 
Sixth avenue, New York 20, in connection 
with the new motion picture “The Woman in 


the Window.” Identical prizes will be 
awarded in each of two divisions—for en- 
tries from cities under 100,000 population 


and for those above that figure. First prize 
in each group is $500; other awards are: 
second, $300: third, $200: fourth to eighth, 
$50, and ninth to thirteenth, $25. The con- 
test opened on November 1 and will end 
March 15, 1945. 

The judges are Guy Gayler Clark, dean, 


Cooper Union Art School, Allyn Garber, 
editor, Department Store Economist, and 
R. C. Kash, editor, DISPLAY WORLD. 


Hanna Joins Wilbur-Rogers 
Display Staff 

P. A. Hanna, formerly with Montgomery 
Ward & Co., has joined the display depart- 
ment of the Wilbur-Rogers New 
York City, as assistant to E. Miller, display 
director. 


stores, 


It's A Girl For 
Milt Goldstein 

Milton M. Goldstein, sales representative 
for Nat Siegel, New York City, is boasting 
of the arrival of a daughter, who has been 
named Barbara She already 
shown a flare for display—vocally at least. 


Louise. has 
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Required For Your 
6th WAR LOAN 





CONTEST DISPLAYS 


Want crowd-stopping displays for that big 
Sixth War Loan Drive which starts on 
November 20 and continues until Decem- 
ber 16? Then use these BIG, fac-simile 
blowups of Bonds and Stamps. They al- 
ways give a dramatic touch to a display 
that can be obtained in no other way. 


The sheer size of these giant reproductions 
makes them a most impressive aid in the 
sale of Bonds and Stamps. Use them 
over and over. 


ORDER NOW! — We are in position to 
make immediate shipment in spite of the 








heavy demand. Order a sufficient quan- 
tity to enable you to use them liberally in 
all your War Bond Displays. 





We Can Ship Immediately The Giant 
°100 WAR BOND FAC- SIMILES — 






ySAMS mo! eS | 


VE DATE HEREOF 


TN HINANC RIVAL DOLLARS; 25) 


























4| WAR SAVINGS © 000 000 000 0 


BOND SERIES 
“i = mies 








FAC.SIMILE BONDS 
IN $100 AND $25 DENOMINATIONS 
When Ordering, Specify Which You Want 


GIANT BOND, 24” x 44”. Price, each............. a $2.50 

MEDIUM BOND, 17” x 30”. Price, each.............. .. -$1.00 

SMALL BOND, 12” x 22”. Price each............ Ne Ep $0.50 
FAC- SIMILE WAR STAMPS 

Nae arc. CN, 2 oils wey wins td ceeelaws $1.50 


SILVESTRI ART MFG. CO. 23 'eg3O"N? 

















ACCENT COLOR 
In Your Window Displays 


Gives a quality background to almost 
any kind of merchandise, catches cus- 


tomers’ attention. Pays off in more 
sales when your displays are set off with 
either snow white Kubes, white sand, 
wood flakes. chips, bark, stones, glass 
tinsels, crystal beads, pearl chips. ete. 


PROMPT SHIPMENT 
No Priorities Needed 


Made in all rich, standard colors and in 
combination of colors. Good for open 
areas around tree trunks, posts, odd 
spaces. Leading stores have used KEW- 
BEE-KUT PRODUCTS for years. 
Inexpensive and most sensational way 
of solving your floor problem. Can be 
reused many times. 


These are now being manufactured in 
our new modern factory under close 
supervision and carefully inspected for 
quality and uniformity. Send for cat- 
alog and free samples. 


Manufacturers of 


np aging. 


(Trade Mark Reg. U. S. Pat. Off.) 
PRODUCTS 


National Sawdust Co., inc. 
Display Dept. 
65 N. 6th St. Brooklyn, N. Y. 











Greetings 


from 


HAMBERGE 


with a hearty welcome to 


A. M. C. 
N. R. D. G. A. 
CAVENDISH 


and all visiting displaymen 


eBack the Sixth War 
Loan to bring our 
boys back soonere 


DAVID HAMBERGER, INC. 


New York City 


115 W. 31st St. 
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MERCHANDISING WITH LIGHT 
[Continued from page 17] 

a project with one tool, neither can the 

illuminating engineer be expected to do his 

best work with one source. 

A few specific cases of “light for selling” 
can be analyzed from the merchandising 
angle: 

The merchandise area of a dress shop or 
women's department should tend toward 
soft, complexion-flattering, rather than too 
harsh, lighting. The garment cases can be 
accented with generous quantities to make 
selection easy and quick. The fitting rooms 
can use quite high levels for examination 
purposes, but at the same time the quality 
of the light must still be complimentary. 

The foregoing also holds true in millinery 
sales, where more accent can be placed on 
complimenting a woman’s complexion in the 
try-on area than on the details of the hat. 
The soft white, or combination of white and 
The hat 
course, be accented in 


pink fluorescent, is excellent here. 
displays should, of 
white light on the merchandise counters or 
stands. 

Since fur coats are worn outdoors most 
ot the time, it would seem reasonable to 
show furs in daylight. Fluorescent day- 
light does a marvelous job, but at the same 
time presents a unique merchandising prob- 
lem—misrepresentation. This is more ap- 


parent in merchandise displayed in show 
windows and show cases, with unusual dis- 
play effects. It boils down to the simple 
fact that the customer just doesn't get the 
same glamorous appearance when she gets 
the article home—so back it comes. 

In a fur store, or department, the general 
lighting should be psychologically cool since 
most furs are sold in summer months, but 
at the same time, certain areas should have 
components in the 


enough red and yellow 


lighting to reproduce home lighting condi- 


tions. The cool effect can be gained with 
: 


blue color schemes and daylight filters in 
indirect-direct luminaries. The furs can be 
displayed in daylight fluorescent-lit 
and tried on in the general lighting of the 


cases 
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department, so that both qualities can be 
seen and explained to the customer. 

Men's overcoats, being primarily an out 
door garment, are shown best under outdoo 
lighting qualities. Men’s suits, on the othe 
hand, with the exception of tweeds and tropi 
cals, are shown at their best under incan 
descent lighting. Color matching and selec 
tion of materials are facilitated by the us: 
of both daylight fluorescent and incandescent 
light. 
gain sales appeal under daylight fluorescent 
but here, too, incandescent background o1 
general lighting is called for. 

The soft pastels, for feminine appeal, 
must be enhanced by the quality of the light 
The soft-white, or 3500-degree white and 
pink fluorescent, is ideal because of its lack 
of radiant heat and because of its flatter 
ing effects. 

Candy and meat displays must have reds 
and yellows in the light to create sale appe- 
tite. Considerable success is being achieved 
with the use of soft-white fluorescent in this 
field, but a great deal of experiment is still 
necessary to perfect an ideal illuminant. 

In merchandising silver jewelry and sil 
verware, a total elimination of the reds and 
yellows is advisable and accent should be 
placed on the blue-white. On _ silverware, 
the long lamp source of fluorescent gives 
an ideal streamlined effect, but neither the 
white nor the daylight lamp gives completely 
satisfactory illumination. The white lamps 
give a pewter effect, and the blue lamps a 
chrome; both lack sparkle. To give life, 
add a little incandescent daylight from a 
point source and sparkle with brilliant white 
incandescent to warm up the blues. On 
gold, copper and brass, basic white fluores- 
cent lighting should be employed, a little 
white sparkle, and just a few well-hidden 
orange pin spots for a necessary highlight. 

Diamonds are a particular problem, and 
must have point-source illumination to be 
displayed properly—no yellow or red light 
can be introduced. A combination of 3500- 
degree white fluorescent, to fill the 
with light, and a battery of 


stone 
incandescent 





—The Houston Display Club, Eddie Rose presiding, acts as host to local retailers. 

of-town guests at the speakers’ table are T. A. Solomon, A. Harris & Co., and Guy Malloy, 

Neiman-Marcus Company, both of Dallas; Dave Estes, Bond Stores, St. Louis, president of the 

International Association of Display; Mrs. Lolita Staines, Vandever's, Tulsa, and Robert Findlay, 
Maison Blanche, New Orleans— 





Among out- 





Ties, scarfs and accessories seem to 
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Coving Aypeal for WINTER DISPLAYS 


It’s Always Timely .... 
The Colorful Freshness of 


EATON GRASS MATS 


Even in the dead of winter—the bright green 
richness of Eaton Grass Mats lends sales = 


appeal to your displays. 


all-season, all-purpose display device. 
Grass Mats are expertly constructed, velvety 
smooth, power dyed for lasting color, fire- 


They're truly an = 
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Eaton 


proofed and mildew-proofed. Can be re-used 


many, many times. 
display jobber. 


Order today from your 
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EATON BROTHERS CORP. 


HAMBURG, 


NEW YORK 








Sponsors’ Programs Under Way 
For War Bond Contest 


The following summarizes some of the 
promotional work being undertaken by the 
eleven sponsors of the national display con- 
test being conducted in connection with the 
Sixth War Loan drive: 

Shell Oil Company is endeavoring to en- 
list the support of the Petroleum Industry 
War Council and big petroleum marketers 
for the contest, and is promoting it by ad- 
vertising in several trade journals in that 
field. A broadside is going out to dealers, 
and it is expected that Shell will eventually 
have brought the contest to the attention of 
some 200,000 service stations in the country. 
The company expects display entries from 
some 10,000 gas and oil dealers. 

Textron, Inc., sponsor in the department 
store display classification, has mailed a dis- 
play contest book of sixteen pages to some 
1500 department specific window 
suggestions are included, as well as instruc- 
tions for building Bond booths within the 
store, newspaper ad mats, suggestions for 
radio advertising, and similar material. All 
Textron newspaper ads used by the stores 
will request: “Come see 
buy a Bond.” 

Abbott Laboratories is the sponsor of the 
contest for drug store displays, and is using 
large advertising thirteen 


stores; 


our display and 


space in trade 


Papers to inform the country’s 50,000 drug- 
gists about the contest; a three-page article 
on the subject appears in the Abbott house 


organ, and all members of the sales staff 
have been supplied with full details. 

For the furniture 
goleum-Nairn, Inc., is advertising the con 
test in furniture trade papers for three con- 
secutive months and is distributing broad- 
sides to every furniture and floor covering 
Distributor salesmen, totalling 2,500, 
are being sent the current 


store division, Con- 


store. 
issue of Con- 
goleum’s house organ which is devoted to 
the contest. Some 22,000 dealers are being 
contacted, and the cooperation of such asso- 
National Retail Furniture 
Association has been enlisted. 


ciations as the 


The Clopay Corporation's activity in simi- 
lar promotional work is explained 
fully in an item appearing on page 69 of 
this issue. 

A four-page bulletin has been mailed by 
Sylvania Electric Products, Inc., to 26,000 
radio servicemen and 23,000 other retailers 
handling radios. Other mailing pieces on 
the subject are going to jobbers and retail- 
ers, and much advertising is being used in 


more 


radio trade papers. 

Each salesman for General Foods Corpo- 
ration is being supplied with a bulletin ex- 
plaining how to aid retailers in the con- 
test, a set of rules, and other pertinent in- 
formation. The campaign insignia is being 
tie-in with the grocery trade 
“Jell-O” advertising. 

A page in its booklet of “Cut and Copy 
Service” is devoted to the contest by the 
Bulova Watch Company, and similar pub- 
licity is contained in Bulova’s monthly state- 


used as a 





ment mailing. Extensive trade paper ad- 
vertising is scheduled. 

Kops publicized the 
contest in numerous trade journal adver- 


Brothers, Inc., has 


tisements, and dealers will receive contest 
folders 

Cluett, Peabody & Co. has sent a letter 
to all its sales managers and salesmen in 
order to develop dealer participation, and 
is using a number of advertisements in trade 
papers in their field. 


New Spun Glass Product 
Called "Sylkglass” 


The Radiant Glass Fibers Company, 130 
West 42nd street, New York 18, has placed 
on the display market a new spun glass 
product which is said to have a number of 
states that the 


fiber is finer and softer than the familiar 


advantages. The company 


spun glass used so extensively for cloud 
and “dream” effects in display; more radi- 
lustre, and twice the coverage 
with the same amount of fiber are other 
attributes the product is said to possess. 
Samples are available from the 
given above. 


ance and 


address 


Opens Display Service 
In Rome, N. Y. 

A display service has started in 
Rome, N. Y., by Frank Loreto, formerly 
with United Whelan Drug Corporation for 
the past ten years. 


been 


Tomorrow 
NEW MODELS 


Today 
SIGN MACHINES 
NEW TYPE 
SUPPLIES 
PARTS 


Line-O-Scribe 


and 


Wrile-a- Sign 


made by 


THE MORGAN CO. 


3966 AVONDALE AVE., CHICAGO 41 











You CAN'T 
BEAT THESE 
2 BEST 
SELLERS 


* 


WAR BONDS 


CRESCENT 
Quality 
CARDBOARD 


* 


CHICAGO CARDBOARD COMPANY 


CHICAGO, ILLINOIS 
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daylight pin-spots for sparkle, seems to be 


the happiest solution to faceted stone and 
diamond display. 
Merchandise such as_ buttons, ribbons, 


thread, etc., promote color-matching prob- 
lems for which fluorescent daylight is an 
excellent remedy. If the buttons, however, 


have specular surfaces or contain brilliants, 


pin-spots of incandescent white light will 
bring them to life. 
Five-cents to a dollar merchandise and 


self-serve departments depend mainly on 
quick, easy selection by the customer, so 
high levels of general lighting are recom- 


merchandise can be ac- 
either direct or colored light, 
and it is most important to the 
quality of the light along with the intensity. 

Due to the highly specular surfaces of 
varnished and polished wood, most furniture 
merchandisers require indirect illumination 
of from 15- to 50-footcandles, but in special 
model harmony 


mended. Certain 
centuated by 


consider 


displays or rooms, a close 


of recommended home lighting is most ef- 
fective. 
There seems to be a difference of opinion 


in what constitutes a dining room or a lunch 
For lighting purposes, it is safe to 
the distinction on layout, speed or 
service, and the number of courses served 
regularly. A lunch room, snack bar or grill 
depends on volume sales over the counter, 
and speed is a by-word; good, evenly dis- 
tributed light is required. The quality of 
the light should, of course, enhance the ap- 
petizing appearance of the food 
A restaurant or dining room is associated 
with good food in a restful, relaxed atmos- 
The successful restaurateur has made 
his and is com- 
atmosphere of 


room. 
make 


served. 


phere. 
reputation on 
mercializing on the 
tablishment. This calls for soft and decora- 
tive lighting, from glare and of not too 
high level. 
With all the 
ing tools of man at his disposal, the highest- 
price dinner houses and night club operators 
at times, gone back to the lowly candle 
as: 2 mellow, intriguing light, 
complimentary to any woman's complexion, 
romance. Can- 
“merchandis- 


his cuisine 


his es- 
free 
modern and ingenious light- 
have, 
source of 


conducive to 
their place in 


and certainly 
dles, have 
ing with light.” 


too, 


Export Department 
Opened By Darling 


An export department has been formed 
by L. A. Darling Company, Bronson, Mich., 
with headquarters in the firm’s New York 


Head of 
Cooper, 


34th street. 

Anthony A. 
Latin America and 
in charge of ex- 
Company 
Pub- 


was 


City office at 47 West 
the new department is 
a former resident of 
Europe; he was formerly 
port sales for Nuodex Products 
and was with the Chain Stores 
lishing Corporation. More recently he 

with the Military Intelligence Service, U. S. 


also 


Army, from which he has been honorably 
discharged. 
The announcement of Cooper’s appoint- 


ment was made by Trowbridge H. Stanley, 
president of Darling, added that for 
the present only display items involving 
non-critical material can be offered but that 


display line will be exported 


who 


a complete 


after victory. 
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PEOPLE are LOOKING 
at your MANIKINS 


Are they a credit to your store? Or, do 
you wish some one could recondition 
them, especially the wigs? By a New 
Method we have deveoped they can be 
cleaned, restyled, redressed and relac- 
quered to look new and smart again. 
Send us a wig for trial and be convinced 
how much money we can save you on 
your wig problem. The cost is $2.50 up 
per wig. 


Complete manikin reconditioning is our 
specialty. We have shipping boxes for 
your convenience. 
KEEP GOOD LOOKING MANIKINS 
LOOKING GOOD 


Be sure and get your FREE sample of 
our marvelous new manikin cleaner— 


— REFRESH — 
$1.25 Qt.—$4 Gal. 


Everett M. Bridge 


991 Main Street Buffalo 3, N. Y. 
MANIKIN REPAIR SPECIALIST 

















Attention Displaymen! 


Lloyd's 
ANAGLYPTA 


fills many a display want. lHun- 


dreds of designs. 


Complete display at 67-69 East 
Monroe Street, Chicago. 


Complete stocks at 48 W. 48th 
Street, New York. 


Write attention Mr. Ryan or Mr. 
Ferreri for samples of display 
papers. 


W. H. S. LLOYD CO., INC. 


New York, Chicago, Boston, Newark 

















yas hi & CHANDLER AIRBRUSH 


or the particular artist 


‘or Catalog $2. 


THAYER ¢ CHANDLER 
910 W.VAN BUREN ST., CHICAGO. ILL. 














USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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™ New York Display Factors 
Hold Dinner Meeting 


The New York City members of the Na- | 
tional Association of Display Industries held | 
in interesting dinner meeting at the Hotel | 


New Yorker on Thursday evening, October 
19, with an excellent attendance. In the 
absence of Ralph W. Adler, of Jas B. Wil- | Ms “4 

tiams, Inc, NA. D. I. president, Albert || 992 LOUDL iSp ays 
Bliss of Bliss Display Corporation presided. 

He discussed the importance of the week 
of December 5 because of several important | 


meetings scheduled for New York City, | s h CRYSTAL BEADS 

these being: 1. The semi-annual meeting | eee wit 

of the display managers for the Associated | 

Merchandising Corporation stores; 2. The | 

general meeting of the display managers of | DIAMOND DUST 

Cavendish Stores; 3. The two-day con- 

ference of the management-display divisions 

of the National Retail Dry Good Associa- | GLASS TINSE LS 

tion; 4. The semi-annual meeting of the | 

| N. A. D. I. In addition to these organized | 

groups, many prominent displaymen usually 

visit New York at that time to view the + 

Christmas displays of Manhattan. | & oe 
It was proposed that the New York dis- | 

play houses make arrangements to welcome * * 

these groups with advance showings of dis- | * * 

play lines so that visiting displaymen may 

be able to plan their early 1945 display 

programs and make necessary purchases of | 





_I ft 


display properties. | If you wish to step up your displays with an extra 
A number of other association problems . X 4 p 
were taken up in preparation for the N. A. punch we i if they lack that certain festive air so 
D. I. meeting and a= general discussion | H E e 
followed. The N. A. D. I. meeting will | necessary for effective decoration . . . we believe 


be an important one, with many matters to 


come up for action. | the answer lies in GLASS TINSELS available in 
Silver, Gold, Red, Blue, Green and Black . . . these 
Winners Announced 


i f ke it com 
tM cian can be applied to any surface and make it come 


Top awards of $250, $100 and $50 in War alive with color and light . . . DDAMOND DUST 
Bonds have been made in each of the fol- 


lowing divisions in the national display con- and CRYSTAL BEADS can be sprinkled over any 


test sponsored by National Cash Register 





! Company, Dayton, for the American Wom- color, reflecting the color they cover and adding 
Re ae sparkling beauty . . . this extra effect will improve 

, Dan ee patios ily tiene a the appearance of your displays and create added 
eee cttraction and interest 


peal” display, first, Richard A. Staines, 
Vandever Dry Goods Company, Tulsa; sec : 
ond, Edward H. Ballenger, Bonwit Teller, Send for samples and full information on 
New York City; third, John T. Mackey, , 2 

—— L. W. Robinson Company, Battle Creek, these Sparkling Display Products NOW. 
— Mich. Best display promoting remade cloth- 
ing, first, Bernard Downing, McCutcheon’s, 
New York City; second, John T. Moss, Jr., 
Marshall Field & Co., Chicago; third, Lily * + 
Chu, New York City. * ae 


Benson Joins Husch ¥ 
As Display Head 


The appointment of Lloyd O. Benson as 
display manager for Husch Brothers, St. 


’ Paul, has been announced. Until 1941 he LL 
. Was in a similar position with Edward Mal- 


ley Company, New Haven, leaving that com- 








“i Pany to engage in war material production 6 VARICK STREET NEW YORK 13, N. 
with the Northern Ordnance Company, Min- 
JER neapolis. 
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You Can Order DISPLAYETTE KITS Today! .. . 
Dramatic New Product of Post-War Planning 
Simplifies Card-Display Work 


These handy, portable Kits, designed in co-operation 
with leading Display Directors, are available now! 


KIT No. A-316 contains: 


24 No. 1 Scroll Displayettes 

24 Nos. 18X & 19X Easel Displayettes 

24 Nos. 20 & 21 Merchandise Displayettes 

24 Nos. 27 & 28 Show Case Displayettes 

24 No. 90114 Enco Shoe Clips 

24 No. DD'% Enco Shelf Clips 

24 No. DDX™% Enco Bin Clips 

24 No. 109 T-Bar Displayettes 

24 No. ENCO’% Table Displayettes 

50 No. 3X “Up-Right” King Pins 

50 No. 9 “Hook-It’” King Pins 
Kits measure 71% x 10 x 4 inches, have two par- {| 
titioned sections, removable tray. durable blue ; 316 PIECE SET 
covering and contain 316 sparkling, non-priority : $21 EYe) 

















































Value 





No. 1 DISPLAYETTE No. 19X DISPLAYETTE No. 28 DISPLAYETTE 
Here is just the holder for little Very popular holder for greeting Splendid sign holder for display 
1” x 1 cards you probably use cards and interior floor signs (up cases. Easel slips under mer- 
in glove and jewelry show cases. to 7” x 5” cards). %" x 1%," high. chandise. (%4" x %” high x 2 
(3% x 4%4".) Per 100, $6.50. Per 100, $8.00. long.) Per 100, $7.00. 





No. 901%, ENCO SHOE CLIP No. DD1Z ENCO GLASS SHELF CLIP No. DDX'~ ENCO BIN CLIP 
Clever, new easy way to display Use this favorite to suspend or Here is a dandy holder for erect- 
prices on men’s and women’s erect cards on outer shelf edges. ing cards at front or back of 
shoes. (4 wide x 1%” long.) (%° wide x 1%” long.) Per glass bins. (% x %”.) Per 
Per 100, $5.75. 100, $7.00. 100, $6.50. 





No. 109 DISPLAYETTE No. ENCOY, DISPLAYETTE No. 20 DISPLAYETTE 
This versatile holder will hang You'll think of 1,000 ways to pe juxe simplicity for displaying 


your cards over T-Bar displayers. display signs on level surfaces A 
(4% wide x 2%” long.) Per withthis handy holder. (14"’ wide costume jewelry, compacts, etc. 








100, $7.50. x 1” long.) Per 100, $5.50. (4%. v 14" x 2.) Per 100, $8.00 
- No. 3X—"Up-Right” King Pin is an ‘all-purpose’ holder for 
KING PINS pricing “plaque” set-ups. Pins into display mounts or 
Up-Right floor. You can make little easels by bending pin and 
use in show case display. ('4” width.) $3 00 
EE ID oe sc 4 RR 6s ss Ke HRS SS ROSSI COS ° 


No. 9—"Hook-It,” at right, is ‘‘Bull-Dog’’ grip special for 
hooking tickets on men’s and women’s apparel. Very neat 
and easy to use. ('4” width.) $3 50 
| arr ar ; ‘ Fie pete Sate e 
Have what you need when you need it 
—in a Displayette Kit! 





DISTRIBUTORS 
EAST N ~st N > Jisplays , . 

Hanick’s Display Center eg nae rag Displays Kes! Display Service Walter W. Martin 
S. W. Cor. 8th & Locust Sts. wilwaukee 2, Wis. 920 Walnut St. 1646 Arapahoe St. 
Philadelphia, Penna Des Moines, Iowa Denver, Colo. 
Windo-Craft Display Service Fryman Display Equipment SOUTHWEST 
206 South State St. Keith Theatre Building Retailers Supply Service ee 
Syracuse, N. Y. Dayton 2, Ohio P. O. Box 141 WEST 

MIDWEST Oklahoma City, Okla. re ee 
National Clothier Garrison-Wagner Co. Fox Display Service ae taaleda, dag oO. 
803 Merchandise Mart 1627 Locust St. 408 Dolorosa 579 Market St. ake 
Chicago 1}, Ill. St. Louis, Mo. San Antonio, Texas San Francisco, Calif. 





Metal “Displays Co. of Chicago 


30 N. LA SALLE STREET * CHICAGO, ILLINOIS 
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OWI Asks Display Help 


For Coming Promotions 

David Frederick, director of war _ pro- 
grams for the Office of War Information, 
is requesting that retail displaymen get be- 
hind the following promotions of national 
importance; detailed explanatory material 
is available from O. W. I., Washington. 

“Planned spending and saving.” The eco- 
nomic stabilization program will continue to 
be of first importance throughout the coming 
year, and this phase of it is in line for par- 
ticularly heavy emphasis during the coming 
months. Retailers, like the nation as a 
whole, have a tremendous stake in a stable 
national economy. One of the angles to be 
stressed is “Buy Wisely,” which should lend 
itself readily to association with apparel, 
household furnishings, and many other mer- 
chandise items. 

“Army nurses and Nurse’s Aides.” The 
need for nursing personnel, both for mili- 
tary and for civilian service, is extremely 
pressing and will continue to be urgent for 
some time even after hostilities cease. 

“Books for the Merchant Marine.” With 
a minimum of effort, expense and floor space, 
retail displaymen can set up collection de- 
pots for such books. The value of this 
service to our merchant seamen in terms of 
relaxation and recreation can hardly be 
measured. 

“Stop accidents.” The need for such a 
campaign and its objectives are quite obvi- 
ous, 

“V-Mail.” Shortly after the first of the 
year, an intensified campaign for the use ot 
V-mail in correspondence with our men and 
women overseas will be undertaken. Full 
details will be announced later. 


Nashville Display Firm 
Has Rapid Growth 

Starting with a one-room shop at the be 
ginning of 1944, the firm of J. G. Wood & 
Associates, Nashville, now occupies space 
consisting of ten rooms and offices, plus a 
large section of a warehouse, and has a 
staff of fifteen. The present address is 410% 
Commerce street. The company specializes 
in backgrounds, silk screening, and in all 
forms of unusual display properties. 


Stone Model Of Capitol 
Available For Display 

An unique exhibit is being made available 
for retail display by George H. Lloyd, 1211 
West llth street, Los Angeles 15. It con- 
sists of a Caenstone model of the United 
States capitol building, hand-carved in com- 
plete detail on a scale of s inch to 1 foot 
Requiring years of work to complete, and 
insured for $25,000, the model is 11 feet 8% 
inches long, 4 feet 6 inches high, and 5 feet 
6 inches wide. It weighs 250 pounds and is 
constructed in sections. The model has been 
shown at several department stores on a 
rental basis. 











Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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FOR EARLY PLANNING 
[Continued from page 11] 


In the column at the right, the first win- 
dow is by Joseph McCann, S. Kann Sons 
Company, Washington, and featured Van 
Raalte gloves in a Victory garden setting. 
The gloves protruded from lettuce heads in 
a bed of soil. The background and top of 
the display used a framework resembling 
that of a hothouse. Showcard copy: “Dip 
your hands in color! Van Raalte dreams 
up heavenly colors for your fabric gloves.” 

Next is another display by Joe Vent, this 
one being for footwear. The principal props 
were two wooden horses and desert plants. 

George J. Wells presented a group of 
bridal windows for James McCreery & Co., 
New York City, in an atmosphere of sim- 
plicity. Only a suspended silver ball, a 
white iron settee, and two clusters of flow- 
ers and plants appeared in the window. 
Spotlights furnished the illumination. 

The final display is the work of Robert 
Findlay, Maison Blanche, New Orleans. The 
window was “framed” as pictured, the frame 
in turn being surrounded by ruffles in a 
pastel shade harmonizing with the featured 
color of the display—in this case, violet. 
Millinery was shown on heads and busts of 
wicker. This was one of a series of win- 
dows, each of which featured a given spring 
shade. 


Itinerary Is Announced 
For Helicopter Exhibit 

The helicopter exhibit which was on dis- 
play at Bonwit Teller, New York City, Oc- 
tober 18-24 is continuing on a national itin- 
erary. During the first part of this month 


it was on view at Gimbel stores in Phila- 
delphia and Pittsburgh, and will next go 
to Marshall Field & Co., Chicago. 


stores which have arranged for the exhibit 
include The Higbee Company, 
Lowenstein’s, Memphis, and 
Nelson, Seattle. 

The nucleus of the exhibit is an actual 
helicopter designed and made by Aeronauti- 
cal Products, Inc., Detroit. The showing 
was created and is being released by Promo- 
tional Production Company, 7 Park avenue, 


New York 16. 


Frederick & 


Beck Stores Appoints 
J. W. Bernhart 


The new position of supervisor of window 


and interior designing has been created by | 


OUR SPECIAL REFINISHING SERVICE | 


A. S. Beck Stores, New York City, and John 
W. Bernhart has been appointed to handle 
the post. He was formerly art director 
for Whitaker, Christensen Studios and prior 
to that time was display manager for De 
Pinna’s, both of New York City. Max 
Perles, display manager, will direct display 
construction and installation as before. 
Los Angeles Firm 
Changes Name 

The name of & Silvers, 
well-known Los Angeles display firm, has 
been changed to Grant & Silvers, Inc., ac- 


Grossman Inc., 





Other | 


Cleveland, | 
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SPECIAL OFFER! 


FOR A LIMITED TIME ONLY 





our price. 


absolutely FIREPROOF .. . 


130 WEST 42ND STREET 





New Improved RADIANT Brand 


SYLKGLASS 


GLASS FIBER FLOSS 


Commonly Called Angels’ Hair or Spun Glass 


‘1.20 


REGULARLY SOLD AT $2.50 to $3.50 per Pound 


Hundreds of display men are already using this new and improved product 
and they tell us it is better than anything of its kind at twice and three times 
SYLKGLASS is a fibre that is finer and softer to work with .. . 
a fibre with a higher radiance and lustre .. . 
display area covered by the old-fashioned coarse type spun glass. 


SYLKGLASS is unsurpassed for creating novel Christmas displays in windows 
and interiors . . . for beautiful, soft "cloud" and "dream" effects. SYLKGLASS 
is an ideal substitute for hard-to-get tinsel. 
meeting the most exacting fire laws. 
of pure glass, without coloring, IT CAN NOT FADE. 


Order your full holiday needs AT ONCE. Because of the tremendous demand 
for SYLKGLASS we can not foretell how long our present supply will last. 


NOTE:—When making price comparison, remember our price is $1.20 for a FULL POUND 
and is not to be confused with similar products sold in smaller than pound packages. 


WRITE FOR SAMPLE OR ORDER FROM 


RADIANT GLASS FIBERS CO 


TELEPHONE WISCONSIN 7-9012 





(COPYRIGHTED) 


Per Pound 


IN 10 POUND 
PACKAGES 


a fibre that covers twice the 


Remember, too, SYLKGLASS is 


Being made 


* 
- NEW YORK 18, N. Y. 








consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 


| over-all spraying in a choice of flesh tones: new 
| makeup styled to your individual requirements; 
| and the crowning glory of a modern coiffure 
| created in soft-textured combed horsehair. 


| 


cording to Victor A. Grant, secretary-treas- | 


urer. 


Los Angeles street. 


The company is located at 921 South 


[MAUISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 





Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 








TOMORROW'S ANIMATIONS 


War-born skills and stand- 
ards of precision will go 
into your displays when 
restrictions are lifted 
ond you can again use 


FLEXC-AVZION 


GEARED MOTORS & TURNTABLES 













MERKLE-KORFF GEAR CO. 


211 N. MORGAN ST. CHICAGQO,7. iLL. 
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LET'S LOOK AHEAD TO SPRING 
[Continued from page 7] 
they offer excellent opportunity 
moods and environments in display 
The display director should keep his eyes 
Paris market. Before the end 


for spring 


glued on the 


of World War 1 the American fashionist 
claimed that the style market had been es- 
tablished in the United States and that it 


would never return to Paris. But return it 


did! Today the American fashion designer 
claims that the United States market has 
style conviction without the Paris resource. 


But also let’s be pre- 
again become 
will be promo- 
visual selling 
sidewalk cafes, or 


Let’s hope this 1s so. 
pared so that if Paris 
important, and there 
tional material available for 
besides the Eiffel tower, 
Napoleonic lamp posts. 

January and February anniversaries will 
present a problem this year because of gov- 
ernment control over terminology and intent. 
However, the anniversary that becomes an 
institutional that ties up with local or na- 
tional morale or war effort may prove pro- 
ductive. Speaking of morale, this spring 
may be the right time to sell courtesy and 


does 


soon, 


service once more. The public has become 
bitterly resentful at the multitude of dis- 
services rendered under the excuse of war 


conditions. 

Watch national advertising for campaigns 
that are used to remind buyer and seller 
both that courtesy won't lose the war. A 
promotion like this should make its impres- 
sion on customer and sales personnel alike. 
Now the time to start this type of 
institutional advertising. It will make the 
conversion from a wartime seller's market 
buyer’s market less difficult. 


may be 


to a peacetime 


SPRING FORECAST 
Spring colors: Navy first this spring. 
Pinks are important in all phases of mer- 
chandise. 
All shades of blues are coming up. 
are seen in clothes and dress 
chartreuse 


Yellow notes 
from gold tones to the 
and limes. 


fabrics 


White is very important. It’s a big white 
season, including off-whites. 

Lime green, pink and fuschia found in 
hats. 

Hats are varied with very “pretty” colors 
(pink and blue, ete.). 

Black is important in sportswear, as are 
dark backgrounds. 


French colors for spring hats. 

Forstmann 1945 spring colors are based on 
shades of the sea, which take their 
from sea vegetation and fishes—‘“sea urchin,” 
“watersprite,” “surf.” 

Chinese influence in dress- 
Bloomer girl influence 
Also Mexican in- 


colors 


“seagrass,” 
Fashion notes: 


important in sportswear. 


fluence in sportswear. 


Suits and coats have the dramatic new 
style feature of the capelet. 

Collarless suits. 

Fashion significance for spring: Tightly 
wrapped look, tapered look, cape silhouette. 

Shoulders are softer with less angular 
look about the dress. Flash of fullness in 
dress skirt. Full, flared, or tapered outline. 

Beachwear: Tricks done with straps— 


draped and wrapped shorts and frames con- 


tours. 
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CEDAR BARK 


e CEDAR POLES 
¢ BIRCH POLES 
¢ CEDAR SLABS 
¢ BIRD HOUSES 


e RUSTIC & BIRCH 
DISPLAYS 


e RUSTIC FURNITURE 


RUSTIC FURNITURE 
CO., Inc. 


Phone—Day: 68—Night: 147 
WILLIAMSTOWN, N. J. 




















WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 








SHEET SIZE 26” x 40” FOR 
Display Backgrounds and Paper Sculpture 


MARQUARDT & COMPANY 
Display Paper Division 
155 SPRING STREET NEW YORK 12 



















Send for the 


“In 1891 


AIR BRUSH 


CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 





DISPLAY SNOW FLAKES 


Substantial — Can Be Walked On 
5 per Carton 


approximately 30 sq. ft. of floor space) 
Immediate Shipment 


GENERAL DISPLAY CORP. 


140 W. 4th St. Cincinnati 2, Ohio 


(Covers 











Latest Stlle WIGS 


ALL b é >) 


FOR 


te Line of iggers Supplies 


"AT POPULAR PRICES 
ARRANJAYS WIG CO., seu!" 9Ssi" 


Chel 


MANNEQUINS 


Ww 
W 


phone 








For Victory 
Buy U. S. War 
STAMPS and BONDS 
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Prison Display Class 


By JOHN NOVAK 


Jackson, Mich. 


With coat-tails flying and arms akimbo, 
a bare-headed man came tearing around the 
corner, scattering the afternoon 
crowds out of his way, turning south on 
Woodward avenue and heading for the river 
front and possible safety. 

Close behind him came the shrieking of 
police sirens and the pounding of feet. But 
suddenly the runner slid to an abrupt stop 
and walked back a steps. He 
looking with deep admiration at Hudson's 
beautiful window display of Christmas car- 
group of animated = choir 
singing “Silent Night, Holy Night.” 

When asked in court why he stopped to 
admire a window display while trying to 
escape from the police, he said: “I always 
sucker for a pretty window display 
because I would like to do that kind of work 
myself, some day.” 

\ sympathetic judge gave Joe his oppor- 
tunity to express his artistic nature and to 
attain his heart’s desire, to wit, window dis- 
Play. He also gave Joe five years for at- 
tempted hold-up. 

Which brings us to the Southern Prison 
of Southern Michigan, where in one corner 
ot the Commercial School, this man, among 


shopping 


few stood 


olers, a boys, 


Was a 


others, is training daily in the interesting 
and sometimes lucrative profession of win- 
dow display. 

Farsighted and progressive officials have 
considered it wise to spend time, money and 
energy in teaching men to create attrac- 
tive, sales-getting window display in the 
classroom and perhaps to enter into the 
profession later as useful members of their 
communities. 

Many of the creative 
ability, and all are intensely interested and 
hard-working. 

Crepe paper is 
full-sized class-room window, and training 


men are showing 


used exclusively in the 
in the principles of design are applied 
Since the most attractive 
those which have carefully arranged color 
schemes, the four more successful combina- 
tions are taught. 


displays are 


The monochromatic, anal- 


ogous, complementary and = multicolor 
schemes have produced many good class- 
room windows and, when photographs of 


these windows were sent to the companies 
product being displayed, they 
have expressed surprise at the originality 
of the designs and at the 


whose was 


color schemes. 


Spotlights and their effect on other colors 





are experimented with, and rhythm, balance, 
proportion, as well as dimension of color, 


color contrasts and color association, are 
gone into thoroughly. 
It is as true here, as elsewhere, that in 


the beginning the men are clumsy and think 
that learning the various cuts in working 
with crepe paper is simply “cutting out 
paper dolls.” Six to eight students 
prise a class and the team-work becomes 
Usually, 
the panel drape, cutouts and silhouettes are 
found to be the most difficult, although the 
ladder, cornstalk and the net give 
some men a few bad moments. A _ three- 
month term is considered sufficient for the 
beginners and after extensive examinations, 


com- 


excellent as the newness wears off. 


Jacob's 


if a passing grade is earned, they enter the 


advanced class. The entire course is com 


pleted in nine months and_ post-graduate 
work is allowed. 
In the advanced class they actually de- 


sign windows for certain given products and 
then the entire class votes on each design. 
Points are voted for originality, color 
scheme in relation to the product and for 
its attention value, symbolism, and the like. 
Proper and the 
amount of merchandise put on display are 
considered, and so on throughout the entire 
list of what makes up a good window. The 
design earning the highest number of votes 
wins. 


balance of the window 


The designer of the winning window then 
takes complete charge and directs the other 
[Continued on page 63) 
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STORE DIRECTORY 


£ 
ART GOODS i) S6) NOTIONS BAST. & 


BOOTS a ee] 
ORESSES @ e3 
HATS -MEN'S 


WOMEN'S 
CHILDREN'S 


MAIN 14| SUITS - MEN'S 7s 
e 


e6 
@ 32\UMBRELLAS MAIN |7 


Overcae Hincen Giass Door, with Lock « Key 
FRAME IN MAHOGANY, WALNUT OAK OR AS SPECIFIED 





TELL Meee: 


A Store Necessity ! 


Good-looking “Acme” Directory Boards 
SUGGEST as well as DIRECT. Changeable 
name strip or individual letter style. Write 
for literature and specify capacity of board 


you are interested in. 


ACME CHANGEABLE SIGNS 


37 E. 12th St. New York 3, N. Y. 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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New York Windows 
Aid War Fund 

New York City display windows on view 
October 11-18 in support of the city’s War 
Fund drive were used in greater profusion 
this year than ever before, it is reported. A 
committee headed by Mrs. Sara Pennoyer, 
3onwit Teller, and assisted by the Fifth 
Avenue Association and display executives, 
was responsible. 

By actual count, seventy-four of the 
larger stores employed creative displays in- 
volving special construction and handling; 
many used groupings of War Fund and al- 
lied agency posters to illustrate the war 
activities of the different organizations par- 
ticipating. 

Two hundred of the smaller shops on 
Fifth avenue were enrolled in the campaign 
through the display of posters. While par- 
ticular emphasis was placed on securing 
displays on Fifth avenue, all of the prin- 
cipal department stores and shops on Madi- 
son avenue, Herald square, 57th street, in 
Brooklyn, and the Bronx were well repre- 
sented. 
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Dazian's Plays Host 
To Chicago Club 

Dazian’s, Inc., New York City and Chi- 
cago, was host to members of the Chicago 
Display Club at a buffet dinner at the Mor- 
rison hotel on the evening of November 1( 
George Feinberg, Dazian’s vice-president, 
attended the session, accompanied by Arthur 
Knorr, art director of the Roxy theatre, New 
York City. Knorr was the featured speaker 
of the evening, choosing for his subject 
“Selling the Star.” 











We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 











by Tony Brinker 








Ts FAVORITE SPORTS 
ARE BASKETBALL, 
BOKING, GOLF AND 


“TENNIS... ME NICHOL 
\S MARRIED, HAS TWO 
SONS AND ONE DAUGHTER. 


GM NICHOE 


DISPLAY PAPERS DIVISION, 


ORN IN PHILADELPHIA. EDUCATED 
NW IRELAND. ASSOCIATED with 
THE DISPLAY INDUSTRY SINCE 
1933... PRIOR To THAT TIME 
pID ADVERTISING AND SALES 
PROMOTION WORK IN TOBACCO. 


BROTHER, “THAT 
MC NICHOL GUY 
CAN ELY / 


c Sa 
CUA, 
= 








= 
<—J 


IN 1949 





TRADE PERSONALITIES _\o. 21 
— — 





BULKLEY , DUNTON & CO., NEW YORK CITY 


ossies... 
) ty oe) eee, 
YING ... RECE! 

y PRIVATE piot 
Miers IACENSE IN 1930. 
JOINED BULKLEY 
DUNTONE CO. * 
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WPB Amends Order L-294, 
Referring To Display 


On October 13th the War Production 
Board issued an amendment to Order L-294, 
providing that all printers and producers 
of displays (defined as noted below) must 
furnish a usage certificate to dealers or mills 
when ordering paper or paperboard. Re- 
strictions as to the use of wood, metal 
or plastic as reinforcements in producing 
displays were removed, but other restric- 
tions as to amounts of paper and paperboard 
remain in effect. 

Under Order L-294, “display” is defined 
as follows: “Any laminated combination of 
printed matter and board or other material, 
with or without easels or braces, employed 
to convey a message, display merchandise, 
or advertise a product or service, including 
but not limited to point-of-sale advertising, 
window, counter, floor, wall or shelf dis- 
plays.” 


Display Studio Opened 
In San Francisco 

Paul Markham has opened a display stu- 
dio in San Francisco at 833 Market street. 
A complete line of mannequins, forms and 
floral backgrounds will be carried, he re- 
ports. Markham at one time managed a 
Mayson sportswear and lingerie store in 
Los Angeles. 





New Showrooms Opened 
By Philadelphia Firm 

Jos. E. Podgor Company, Inc., has opened 
new showrooms on the second floor at the 
firm’s location at 618 Market street, Phila- 
delphia, to display a complete array of man- 
nequins, display fixtures, and other display 
items. The new floor supplements the reg- 
ular downstairs showroom. 





Michigan Company 
Changes Name 

J. H. Brimmell has announced that in fu- 
ture the Decorative Display & Supply Com- 
pany, 1217 Griswold street, Detroit 26, will 
be known as Michigan Display Supply Com- 
pany, at the same address. The change is 
due to the fact that a number of display 
firms use the word “decorative” as part of 
their name. Since Brimmell’s firm covers 
the entire state of Michigan it is felt that 
the new title is also more appropriate. 


Lewis Joins Peck's, 
Kansas City 

Formerly with Stillman Dry Goods Com- 
pany, Fort Wayne, for a number of years, 
Maurice Lewis has joined George B. Peck 
Company, Kansas City, as display manager. 
Prior to his affiliation with Stillman’s, Lewis 
was with Strawbridge & Clothier, Phila- 
delphia, for fifteen years. 


Magazine Has "Story" 
About Display Factor 
\ “picture-story” about Cecilia Staples is 
included in the “Interesting People” sec- 
tion of the December issue of The American 
Magazine, now on the newsstands. Miss 
Staples is head of Staples-Smith, 222 East 
46th street, New York City. 
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| FE. We are making this prediction without consulting the 
SS weather man . . . because in the midst of our busy 
Christmas rush, we find an unusual interest in the 


| # trade for Spring Displays and Decorations. 


So, following our usual policy of not letting any grass 
grow under our feet, we are planning many new 
Springtime numbers to be released a lot earlier than 
usual. They are not ready yet—but, nevertheless, 
| \ you will find plenty to see whenever you visit our 


showrooms. 
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No. 


S . 


We are producing a full line of papier 
mache 
qualities essential for successful modern 


mannequins possessing all the 


display of fashion apparel. They excel 
in sculpture and workmanship and have 
won the acceptance of retailers and dis- 
playmen everywhere. Illustrated is our 
60 Junior Model. Quick deliveries. 


Inquiries invited. Out of town 


customers will be served through 
our nearest distributor. 


MAGNANI MANNEQUIN CO. 


30-32 West 13th Street New York City I] 





hand-woven mats, 


and designs. Ideal 
ground display. A 
three sizes. 


3 feet by 5 feet 
31% feet by 5 feet 
4 feet by 5 feet 


Also BAMBOO 


1”x46", per pole 
114”"x9’, per pole 
1'4"x 12’, per pole 
2”x6'6", per pole 
2”x12’, per pole 


535 SUTTER S 











SAN FRANCISCO 2, 





HAND-WOVEN 
MATS 


We carry a complete line of 


particularly 


selected for their unusual weave 


for back- 
vailable in 


each $2.25 
each 3.95 
each 4.95 


POLES: 


$ .30 
1.75 
2.25 
1.25 


25 


TROPILRAFT 


a 














OROTEX 


Another PLASTEX Creation 
Original---Distinctive 


A rich, web-like, gold covered pat- 
tern emphasizes the beauty and at- 
tractiveness of 20 carefully selected 
ground colors. 


Hand made, like all PLASTEX prod- 
ucts, there is no monotonous dupli- 
cation of design. 


Colors to match your sample may 
be had on orders of 4 rolls or more 
at a small advance in price. 


Also WOOD, BRICK, STONE, 
SLATE, GRASS, CONVENTIONAL 
and NOVELTY FINISHES in a large 


selection of colors and designs. 


Rolls 36 in wide, 24 ft. long 
Sheets 36 in. wide, 8 ft. long 


Write for Samples 


PLASTEX DECORATIVE 
PRODUCTS 


269 CANAL ST.. NEW YORK CITY 13 
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Plastic Domes From Bombers 
Available For Display 

A novel display property has been 
nounced by Promotional Production Co 
pany, 7 Park avenue, New York 16, in the 
form of transparent “Plexiglas” domes f 
merly intended for use as bomber noses, giin 
turrets and the like. Changes in specific 
tions for bomber manufacture make thc 
domes available, it is explained. 





Orbin Now With 
Stern's, Canton 

Grant Orbin, formerly with Kobacker’s, 
Canton, Ohio. is now display manager for 
Stern & Mann, of the same city. He re- 
places Kenneth Hildreth, who recently be- 
came display manager for The May Com- 
pany, Baltimore. 





Putnam, Out Of Army, 
Rejoins Ivey's 

Ray Putnam, who was display manager 
for Ivey’s, Inc., Asheville, N. C., prior to 
entering the U. S. Army, has received his 
honorable discharge and is now with J. B. 
Ivey & Co., Charlotte, N. C. 





Shane Addresses 
St. Louis Club 


Irwin A. Shane, Television Work Shop 
and publisher of “The Televiser,” New York 
City, was the principal speaker at a meet- 
ing of the St. Louis Display Guild at the 
Hotel Statler on November 14. 





Dodson Joins Ware's, 
New Rochelle, N. Y. 


Following the resignation of Robert Reitz, 
as noted elsewhere in this issue, Charles F. 
Dodson has taken over the display manager's 
post at Ware’s Department Store, New 
Rochelle, N. Y. He had been with Arnold 
Constable and Oppenheim Collins, both oi 
New York City. 





Altman Interior Display 
Directed By Liles 

B. Altman & Co., New York City, has 
named John Liles as interior display direc- 
tor. Liles has been with Altman’s a rela- 
tively short time; he was formerly with 
Jas. McCreery & Co., of the same city. 





Stores Asked To Omit 
Decorative Lighting 

In order to save fuel, the Office of War 
Utilities, War Production Board, has asked 
that all forms of outdoor decorative Christ- 
mas lighting be eliminated this year, as was 
the case in 1942 and 1943. 





Larger Quarters 
For Atlas 

Atlas Display Service has taken larger 
space for the firm’s factory and showrooms 
at 44 Flatbush avenue, Brooklyn. The com- 
pany is operated by Harry Charmatz and 
Mike Popolon. 
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PRISON DISPLAY CLASS 
[Continued from page 59] 


men in the actual installation of his window. 

The use of their own judgment in award- 
ing votes and in directing the actual instal- 
lation makes for keen competition and for 
qualities of leadership. The knowledge of 
how to install their own window must be 
thorough, since all questions pertaining to 
it are asked of the designer and not the 
instructor. 

Upon completion of the window, construc- 
tive criticism is offered by the students and 
improvements in the window design or in 
the installation methods employed are sug- 
gested. The instructor then points out any 
errors and criticisms that have been over- 
looked and offers his own suggestions for 
improvement of any weak points. If the 
window is considered outstanding enough, a 
photograph is sent to the manufacturer, 
offering him the design, gratis, and asking 
for criticism and helpful suggestions. 

The men are somewhat limited by lack of 
the merchandise itself and by the absence 
of all types of window display fixtures, but 
in reality they profit by this obvious fault. 
Their ingenuity is called upon and much 
carpenter work, sign and poster lettering, 
modern fixture making and figure drawing 
must be done by hand in the class-room. It 
will stand them in good stead in the free 
world. Experience like that is invaluable. 

National windows and free-lance work are 
discussed, legal contracts drawn up, sugges- 
tions on how to start their own agency are 
given, sales psychology and overcoming 
sales resistance are actually worked out by 
the students and types of records to keep 
and city ordinances, as regards fire, are gone 
into. Possible earnings are discussed. 

Color magazines and technicolor movies 
are observed for new and unusual color 
schemes. Trade magazines and newspapers 
are subscribed for to get the latest devel- 
opments in the profession. 

Every window display student is required 
to take a nine-month advertising course in 
conjunction with the window display course. 
Besides the regular work required by the 
advertising text-book, the men make up 
actual newspaper, magazine and _ streetcar 
ads. Contrasting colors in print and color 
visibility are demonstrated and most of the 
advertising media are studied in this course. 

The instructors are men who have been 
employed in this type of work in the free 
world and who know how to teach it to 
others. 

With the armed forces training millions 
of men and women in mechanical trades, 
and industry, with its high wages also con- 
tributing its share to the mechanical trades 
pool, the men in here who have earnestly 
taken advantage of the opportunities offered, 
really have a bright future ahead of them. 

The window display field is not over- 
crowded as yet, and as a matter of fact, 
a serious shortage exists today. And in 
war or peace, men with ideas that will sell 
merchandise will always be in demand, and 
at excellent wages. 

Some of the men, with their eyes on the 
future, have hitched their wagon to a star 
called display and advertising and may one 
day achieve success by training for it now. 
We hope they do. 
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» SYA? 


|, VICTORY 


FLAGS 
PANEL »_ 


ALSO: 
PATRIOTIC 
PRINTS, 
PLAQUES, 
SHIELDS 
AND 
VALANCES 


THE REYBURN 
MFG. CO., INC. 
PHILA. 32, PA. 





~ SIZE: | 
.40 IN. WIDE, .<c3 
72 IN. LONG — 


PROCESSED SIX _ 
BRILLIANT COLORS. :* 
ON FLEXIBLE 35° 
WHITE STOCK: 


EACH . . $2.95 


fe” 


BUY FROM 
YOUR 
WHOLESALER. 


SHOWROOMS: 
CHICAGO, ILL. 
NEW YORK, N. Y. 








This 


COMMERCIAL ART 


Home-Study Course helps men 


get ahead 


Here are five books giving practical material for the display craftsman 
who wants to improve his technique and handle a wider scope of work. 
These books take up thoroughly the best-paying types of commercial art 
work, show what sells, and how it is produced. They enable you to 
brush up on fundamentals and special points of technique—they teach 
you the essentials of doing representative drawing, fashion figure draw 
ing, all kinds of lettering, rendering of commercial subjects of many 
types, practical design—just the type of material you need to handle 


the most popular 


forms of advertising and commercial illustrations, 


displays, layouts, etc. 


McGraw-Hill Commercial Art Library 


These books save the reader’s time with brief, punchy text that gives 
essential instructions in usable form. In addition many illustrations 
and examples give the artist visual instruction, inspiration, and models 


of many types of 


alphabets, and 


scripts; 


work. Old-fashioned, standard, and modern letters, 
advertising illustrations; posters; show-cards; 


book and printing designs; fashion drawings; practice forms; renderings 


In many mediums; 


alone worth the 


etc.—more than 1300 illustrations in all form a feature 
price of the Library You get this, plus complete, 


step-by-step instructions, written by specialists—all the material you 


need to carry on 


5 VOLUMES 
1278 PAGES 
HUNDREDS 
OF 
ILLUSTRATIONS 
AND 
EXAMPLES 


Save $2.25 with Library offer 


Bought, singly, the books in this Library would 
cost $20.75. Under this offer you save $2.25 on 
this price and in addition have the privilege of 
paying in easy monthly installments while you 
use the books. See how this Library can help 
you. SEND NO MONEY. Just mail the coupon 
now, to receive the complete Library promptly, 
for 10 days’ examination subject to your accept- 
ance or return 


a definite improvement plan and make more money. 


ON-APPROVAL EXAMINATION COUPON 


McGraw-Hill Book Co., 330 W. 42nd St., N. Y. 18 


Send me the McGraw-Hill Commercial Art Li- 
brary, 5 volumes, for 10 days’ examination on ap 
proval. In 10 days I will send $3.50, plus few 
cents postage, and $1.00 monthly till $18.50 is paid, 
or return books postpaid. (Postage paid on 
orders accompanied by remittance of first instal- 
ment.) 





Name 

Address 

City and State 
Position 


Company DW 11-44 


(Books sent on approval in the United States only.) 


























64 DISPLAY WORLD NOVEMBER, 1944 
NOV 
| ° invest 
FOR How Costly Is Poor Display? |: 
| e ing 0 
ORIGINAL "hn 
Bri 
By W. Le STENSGAARD possil 
W. L. Stensgaard & Associates, Inc., Chicago traffic 
better 
DISPI YS (Editor's note: The following is made up and quality jewelry are satisfactions that store 
of pertinent excerpts from a recent address endure. Fine watches, good _ silverware, eve! 
AND | by W. L. Stensgaard, president, W. L. china, glass live for generations. Do your een « 
| Stensgaard & Associates, Chicago, before displays tell these stories? soon 
| the American National Jewelers’ Associa- The human mind thinks in pictures, not ee 
FI Gl RR E S tion at the Waldorf-Astoria hotel, New York words; picture in your displays what you Wi 
City.) want people to understand. The eye is your attrac 
| After the war our competition for dollars big reason for better display. The sparkle or tw 
will be automobiles, washing machines, ra- of a diamond has no value to the blind. chan¢ 
Made of dios, homes and home furnishings. How Some stores show a lot of merchandise, dram: 
| will we compete ? others may show less. Regardless of your vestm 
ey I can visualize a jewelry store that sells policy let me suggest that you not overlook ever 
ye op 4 | its public on “objects that endure”—or “ro- the long-term value of institutional display. Have 
| j ) | mance that lives for generations” or other The kind of display that combines a con- a 
| long-term satisfactions. Dramatized with tinuity of ideas, each doing a character and ion 
| dignity such displays can sell people an __ institutional job along with a product selling eed 
VISIT | ambition with a future—the pride of owner- job; each carefully staged or dramatized so — 
| | ship, the art of saving, the fact that gems that you build interest in people’s minds for —_ 
unive: 
Te - - ——- <a alae ‘ ’ = Sm the N 
| A postw 
| THE DISPLAY PAR DE NO. 66 by Tony Brinker inves 
LATIONS, JOU) / reduc: 
Ut Go FAR WITH YO pa 
ORS INED -LOOKING TENDENCIES | Phe 
7 : ct . growl 
f q Ws - Bay alter 
| wy "A Vag : ili ? more 
| yy i, ! 3 ar 
17 W. 45th St. New York 19 ‘ ' squar 
] squar 
j | 
ratio 
prove 
ning | 
Displi 
Annie 
ageme 
which 
tion ¢ 
how i 
Plas 
MY EXHIBIT DESIGNS 4 Cale rrad 
MUST CATCH THE FAIR 2 j i gradu 
THEME AND SPIRIT; P 
f mas. 
get it 
impro 
on pay 
can st 
chand 
more 
any Cl 
Con 
and n 
ficatio 
qualit 
WHYAs virecror on westens FOR eat 
NORMAN SEL GEODES, INC. Such 
AND FOR FIVE YEARS WAS CHIEF oe" 
ASSISTANT TO WALTER DORWIN a ref 
TEAGUE ...PLANNED AND DESIGN- Z 
0 SEVERAL EXHIBITS FOR HE consut 
(0 WORLD FAIRS, AS WELL AS ‘ 
DESIGNING & VATETY OF PRO- Be e8 
DUCTS FOR WELL-KNOWN MAH — | displa 
a yea! 
Give 
to. sel 
drive; 
your r 
best it 
= 
PoCee DIRECTOR, 
MARSHALL FIELD & CO, CHICAGO 
RST CONNECTION WITH MARSHALL FIELD & CO WAS AS ASSISTANT 
TO THE ADVERTISING DIRECTOR, THEN WAS PLACED IN CHARGE OF 
INTERIOR DISPLAY... IN MARCH, 1943, HE BECAME DISPLAY DIRECTOR 
( 
: 
























































NOVEMBER, 1944 


investments, romance for generations, long- 
term satisfaction, and not just luxury. Show- 
ing merchandise alone will not be enough 
in the competitive world of tomorrow. 

Bring as much traffic to your store as 
possible with nationally known brands. Such 
traffic lets all classes of people know you 
better. They will find you are not a luxury 
store but a store of sound investment what- 
ever the price may be. They will buy the 
pen and pencil now, the diamond and watch 
soon... all at your store. It’s repeat busi- 
ness that builds a sound retail store. 

Window display needs a basic idea to 
attract attention ...a new idea every week 
or two... not the same old thing. Mer- 
chandise can’t talk; you must glorify or 
dramatize it. Display justifies a larger in- 
vestment. To my knowledge no retailer has 
ever tested the limit of money for display. 
Have a plan and a good competent display 
person; back the plan up and watch it work. 
Poor display uses valuable space, takes time, 
sells less and gives your competition the 
advantage. Poor displays always costs more! 

Professor Malcolm MacNair, Harvard 
university, made this prediction recently at 
the National Retail Dry Goods Association 
postwar conference: “Internal store struc- 
tures and displays will improve selling and 
reduce cost.” 

The farmer has the basic problem of 
growing more corn per acre. The retailer 
after the war has the basic problem of using 
more efficiently the cubic content of the 
square foot area. By improving sales per 
square foot we automatically reduce the 
ratio of cost for doing business and im- 
prove our efficiency. Store design, plan- 
ning and display is no job for an amateur. 
Display, therefore, leaves the “Little Orphan 
Annie era” and becomes important to man- 
agement. Study deeply the basic reasons by 
which efficiency and lower cost in distribu- 
tion can be accomplished, and you will learn 
how important good display can become. 

Plan major events such as Mother's day, 
graduation, weddings, anniversaries, Christ- 
mas. Plan them two months in advance; 
get it on paper; change if it need be to 


improve. Teach your people to see plans 
on paper. Jewelry stores need not wait but 
can start now to build for the future. Mer- 
chandise presentation — good display is 


more important to the jewelry store than 
any class of retailer on earth. 

Convey to your public through your best 
and more interesting displays sincere justi- 
fication for ownership and investment in 
quality backed by your store reputation. 


Such is more than a store display .. . it’s 
a reflection of your understanding of the 
consumer's heart ... and desire for quality 


. and value that will endure. One good 
display is not enough—do it fifty-two weeks 
a year. 

Give a full window, or more, exclusively 
to sell Bonds for the Sixth War Bond 
drive; it opens November 20. Let that start 
your new policy of better display. Have the 
best in your own or city. Plan it now! 





For Victory 
Buy U. S. War 
STAMPS and BONDS 
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Important Announcement | | 


Increased Production Now 
Enables Us to Accept Orders for 


MANNEQUINS | | 


in Women's and Children's Models 
For Delivery 


THREE WEEKS 


Or Less, If Necessary 





Write at once, stating your requirements, and we 
will respond promptly, giving you guaranteed ship- 
ping date. 


SEE OUR NEAREST JOBBER OR WRITE DIRECT | 


DISPLAY MANNEQUIN, INC. |_| 


237 W. Fee ST. NEW YORK CITY | 














We Want You 
To Have Our 


CATALOG! 


Counter Equipment 
Display Fixtures 
Pricing Systems 





HURUM E. REEVE CO. 


MANUFACTURERS and DISTRIBUTORS 
2220 SO. GRAND AVE. LOS ANGELES (7), CALIFORNIA 

















USE THE | 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 


PUANEAL 0 Matte 145 to 151 
W. 18th St. 
New York 


Manufacturers 
of 
Wood Letters 
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Now in Clear, Sparkling Colors! 
MODERN PLASTIC 


HANGERS 


Ruby, Blue, Pink, Green and Amber 













These beautiful hangers are made of cellulose 
acetate, have non-slip notch to prevent gar- 
ment falling from hanger. The supply is 
limited, so order yours now. 


SIZE DIVIDERS 


To Make Selling Quicker, Easier 16 







































: iorama Displays 


Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 


general store use. Cannot fall off rack. Beauti- The new three-dimensional diorama dis- was the first in the United States to adopt 
~ dh ee. a —— oe play signs recently installed in the con- the policy of accepting advertising. It was 
eed eae a” Se eee ie many years. | Courses and waiting rooms of Grand Cen- _ stipulated that each sign must conform with 
_ — io i sede: Maas dae Ot 10c tral Terminal, New York City, have aroused the architectural design of the building, and 


widespread interest in advertising circles, must complement rather than detract from 


NATIONAL HANGER C0 Inc and much wider use of this medium is pretty the over-all appearance of the massive in- 
* . well taken for granted. terior rooms and concourses. 





545 EIGHTH AVENUE NEW YORK, N. Y. Fourteen of the units have been installed, The new three-dimensional diorama dis- 
several others are in course of construction, plays were conceived by Charles H. McAr- 

- oe and all of the twenty-four designated loca- thur, president of Terminal Electric Signs 

tions will be filled within a few weeks. Company, which holds the contract for ad- 

Those already operating carry the messages vertising within the terminal, and by Ed- 

of ten different national advertisers. ward H. Burdick, architect, designer and 


president of Diorama Corporation of Amer- 
ica, New York City. 

Advertisers foresee the use of three-dimen- 
sional signs in presenting graphically the 
central copy theme of national advertising 


Use of space within railway terminals for 
general advertising has long been refused 
by most American railroad companies whose 
executives had seen many of the larger 
European stations where indiscriminate use 
of the walls for advertising had made a sad 
mess of whatever architectural beauty the 
stations might have possessed. 





—Two examples of the diorama displays now 
: in use in the concourse and waiting rooms of 
Grand Central, the largest station of all, Grand Central Terminal, New York City— 
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The fact that duplicates of such 
dioramic displays can be made usually at 
greatly reduced cost makes it possible to 
install them at numerous distribution cen- 


campaigns. 


ters throughout the country. Aside from the 
third dimension, the full use of color, light- 
ing and animation is of course possible. 


The principle of dioramic displays is old 
as the hills, but never before have they been 
used on a comprehensive scale for general 
advertising, according to Designer Burdick, 
who worked out the method of distorting 
or foreshortening the perspective so that a 
perfect three-dimensional effect is attained 
within a working depth of not more than 
12 inches. Thus the display need stand out 
from the walls not than 14 or 15 
inches over-all, and is thus unlike a diorama 
or panoramic picture requiring many feet 
of depth. 


more 


Construction starts with pencil sketches. 
From such a sketch a small model is made, 
using cardboard cutouts instead of modelled 
figures, but complete with 
provised lighting effects. The model is sub- 
mitted to the advertiser for final approval. 
From its design a full-size mock-up is built 
to exact scale for the guidance of the var- 
ious kinds of artists and workmen who con- 
tribute to the completed sign. Perspectives 
are carefully figured out by architects so 
that sculptured models, foreshortened to 
the minimum practical depth, blend perfectly 
with painted backgrounds. At the same 
time, lighting and shadows are calculated 
to take fullest advantage of the perspective. 


color and im- 


Models are usually made in clay by ex- 
perienced sculptors. Plaster casts of the 
models are taken, and re-cast in plastic ma- 
terial for the completed figure. Great care 
must be taken in designing the models so 
that the same three-dimensional effect is 
attained in looking at the completed unit 
from any frontal angle. 


Most of the diorama displays now installed 
in Grand Central Terminal are approxi- 
mately 9 feet wide by 7 feet high, but each 
has been made to fit the space allotted to it, 
so there is some variation in size. They 
are made without glass fronts because re- 
flection of outside lights might detract from 
the picture, and the weight of the glass 
would be a further disadvantage. They are 
left open in front, making it possible to 
dust them with a vacuum cleaner during a 
brief shutdown period in 
hours. 


early morning 

Each sign is set into a cabinet-made 
wooden frame which is spray-painted to 
blend with the wall against which it is set. 


Grand Central is generally regarded as 
the biggest human crossroads in the world. 
At present it is estimated that 690,000 people 
pass through some part of the building each 
day. Even at the lowest level of travel not 
less than 500,000 people daily go through 
the terminal. 





Portraits Now Available 
Of Army, Navy Leaders 

An unusual group of portraits of Amer- 
ican military leaders is now obtainable 
through Pacific Exhibits Company of IIli- 
nois, 466 West Superior street, Chicago 10. 
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COLORED 


112 W. 42nd STREET 





New SPRING Line of 


Display Papers Now Ready! 


47 new color combinations in 53" and 107" width. 
Also new combinations in 26" width. 


Also many other new specialties 
to give your displays more power. 


See these items at your Jobber 


DINGLEMAN 


STRIPE 


COMPANY 


NEW YORK CITY 18 











Available in groups only, the portraits are 
dark sepia photo-gelatin reproductions of 
original oil paintings. The portraits are 
37 by 43 inches in size, on white offset paper. 
Thirty-three army, navy, aviation and ma- 
rine generals and admirals are included, 
and in addition there are portraits of 
President Roosevelt, Winston Churchill, Jos- 
eph Stalin, Charles de Gaulle, and Chiang 


Kai Shek. 





New Mannequin Firm 


Enters The Field 

Under the name of Royal Displays, a new 
firm for the production and sale of display 
mannequins has been formed in St. Louis. 
Production of the new line of figures is said 
to be proceeding well, with deliveries sched- 
uled for the near future. 


The firm is a partnership in which Sacha 
S. Schnittmann is the general partner. A 
graduate of Columbia university, he is a 
well-known sculptor. Among his sculpturing 
commissions are listed two from the Soviet 
government, one from the Belgium govern- 
ment, two from the Italian government, and 
one from the United States government. 
Professor Schnittmann designed and execut- 
ed the American Legion monument in St. 
Louis, and designed the figures for the 
Petroleum exhibit at the New York World’s 
Fair. 

In the field of display, he joined the Amer- 
ican Fixture and Manufacturing Company, 
St. Louis, where he was mannequin designer 
during 1939-1941. Schnittmann will devote 
his entire time to the design, execution and 
production supervision of the new manne- 
quin line. Production proper will be under 
the direction of Robert West, with twenty- 
two years’ experience in such work. 


It is stressed by the company that Schnitt- 
mann’s knowledge of sculpture and anatomy 
insures anatomical correctness of the fig- 
ures. All facial details will be applied 





under his supervision by a qualified artist. 


Diuk 


WANTED 


to represent one of America’s 
largest and finest lines in dis- 
play fixtures and materials. 
Liberal discount. Prompt 
shipments to your customers 
—vunder your labels. Write 
giving business references. 


ARROW 


Dzzoraliag 6 fleas ( 


37 N. SEVENTH ST., PHILA.6,PA. A 
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FIBRE SHOE FORMS with Metal Adjustment for 
widths—All Sizes. Ladies’ or Men’s. 

Per Pair aoe Oc 
5-PLY COATED SHOWCARD BOARD. $ 

All colors. 22x28, Per 50 sheets 3.50 


CELLOPHANE—Heavy, clear. 15 in. wide. 50c 


25 ft. Roll $2.00 


DIE-CUT DRESS FORMS. 
White Cardboard. Per 100 

143 N. CENTRAL AVE. 
A. ZACKS CHRECAGGO, ILE. 


20-Ply 














“Papier Mache” Men’s, and Children’s 
Forms made by hand by experienced Mannequin 
Finished in Papier Mache or Man- 


Price list and description sent 





nequin composition. 


NATIONAL ART STUDIO 


NATIONAL MANNEQUIN MFG. CO. 


308 South Market Street Chicago 6, Illinois 
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Today I telegraphed a remittance for an 
annual subscription to DISPLAY WORLD; 
you will most probably have received it 
before this letter arrives. I hope you are 
still in position to accept the subscription, 
since it is always a tonic to see your maga- 
zine. 

I think American displaymen are doing a 
marvelous job, and even under present con- 
ditions they attain an amazingly high stand- 
ard of work; in fact, they are a source of 
inspiration to us all—so much so, that | 
hope I may be lucky enough to take a posi- 
tion as displayman in your country when 
the war is over. 

I was a display artist with Kendal Milne 
& Co., Manchester, before joining the Royal 
Air Force as station artist two years ago. 
Now, instead of painting backgrounds and 
dressing windows, I spend my time on mural 
decorations in R.A.F. dining halls, canteens 
and garrison theatres. Of course I have 
been lucky and am quite happy in this job, 
but needless to say I still look forward to 
the day when I once again enter the dis- 
play window. With best wishes.—W. Tyrer 
Copple, 1680310, L.A.C. (R.A.F.), Bolton, 
Lancashire, England. 


Congratulations on your forward-thinking 
article in the October issue of DISPLAY 
WORLD. It was good and should certainly 
serve as a stimulant to display people and 
merchants in other retail lines of endeavor. 
While it is still pretty hard for me to visu- 
alize the future television field, I do believe 
that it will have something that will con- 
tribute to selling and the displayman’s op- 
portunities should be tremendous with this 
new medium in a big, practical, commer- 
cial way. 

Incidentally, just let me say that in my 
opinion DISPLAY WORLD is becoming 
more and more important to merchants 
and displaymen and I wish for you and 
your organization continued success. You 
are really making a fine contribution. 
Carl V. Haecker, assistant director of sales 
promotion, W. T. Grant Company, New 
York City. 


\s a subscriber to your magnificent maga- 
zine, we are taking the liberty of writing 
you to tell you how useful DISPLAY 
WORLD has been to us during the last few 
years. Some two years ago our display 
artist, Mr. F. Gibbons, entered the armed 
forces and went overseas; owing to difficul- 
ties of securing a suitable person to carry 
on in his place, we decided to promote one 
of our young ladies, who was interested in 
display work, to fill his position until such 
time as he returned. Miss Una Robb, the 
young lady who took over the display work, 
has found your magazine most useful and 
has got many ideas from it. Weare taking 
this opportunity of writing you to express 
our appreciation. 

We are also taking the liberty of enclos- 
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ing herein three photographs of our recent 
spring displays, the ideas of which were got 
out of DISPLAY WORLD, and we think 
you will agree that Miss Robb has done wel 
under the circumstances. 

We know you will be interested to hea 
from New Zealand, where so many of you 
men have been stationed during the last tw 
years, and believe us when we say that we 
find your men very charming indeed; the 
have certainly found a place in the hearts 
of the New Zealanders, and it gives us a 
closer appreciation of your people. ...G 
W. Yates, manager, The Drapery & General 
Importing Company of New Zealand, Ltd 
Wanganui, New Zealand. 


My right knee is badly injured and I have 
to spend some time here at a hospital. And 
you can well imagine that one thinks a lot 
and the loveliest thought is directed to the 
future when we will enjoy once again the 
privileges of peace. And this thought in 
cludes a deep gratitude to the armies of 
your country, which so_ gallantly have 
fought their way into central Europe. They, 
with strength and understanding, will surely 
establish a more lasting peace and lay the 
foundation to a_ better civilization. The 
whole world has an admiration and _ beliei 
in the United States of America. 

Often I think of our occupation in civil 
life, and I can imagine that DISPLAY 
WORLD will gain more and more import- 
ance in the postwar time. As in so many 
other branches of literature, it will collect 
the best from everywhere and_ reproduce 
it in your high art of printing. . . . I wish 
to conclude this letter with a sincere wish 
that our friendly relations may continue into 
the postwar period. I then, again, want 
to be a link in display, adding to the under- 
standing between the States and_ this 
country. Set. Gerald Herbst, V-377215, 
Fourth Australian A. E. C., Australia; 
(formerly display director for Prestige, Ltd., 
a large firm in that country.) 


(Excerpts from aé letter from FE. W 
Grieve, display director, Harrod’s, London, 
as reported by Del LeSage, Harvey's, Nash- 
ville.) It is grand to hear from you again 
and now that things would appear to be get 
ting back to normal, more or less, perhaps 
it will not be long before we meet again. 
I had seen in DISPLAY WORLD that you 
had gone to Harvey's. 

Display work in England during the past 
few years has been work of improvisation, 
as most materials are required for the war 
effort and are not available for us folk 
An equally good display standard has been 
demanded, however, and we have been get 
ting quite a kick in doing “something with 
nothing.” We at Harrod’s have been using 
principally sculpted plastic fittings for win 
dow displays and I feel sure much will be 
developed from this after the war is over 
I say developed from it, because the quality) 
in use now is too fragile and not practicabl 
for hard wear. 

Quite recently, unfortunately, every win 
dow we possessed was shattered with enem) 
action and we are only now beginning to get 
the glass back again, this work having bee! 
delayed because of the danger of falling 
glass on passersby. I was about 650 miles 
away when the “doodlebug” visited this 
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part, so heard by telephone while on _ holi- 
day; however, it appears that the danger 
from enemy action is now somewhat mini- 
mized, so we may be able to get some glass 
put back. ... Harvey joines me in sending 
you kindest regards, and we 
you soon. 


hope to see 


In reading a recent issue of DISPLAY 
WORLD, it occurred to me that this office 
might be able to be of service to you in 
providing information of interest to your 
readers on important home front war ob- 
jectives. 

As you may know, one of the chief func- 
tions of the Domestic Branch of the Office 
of War Information is the channeling of 
messages on home front war needs to the 
public through radio, newspapers, magazines, 
motion pictures, etc. Retailers, through 
store windows and interior displays, have 
given excellent support to many of the gov- 
ernment programs, notably the sale of War 
Bonds, the planting of Victory gardens, the 
recruitment of women for the 
among others, and this support has 
tributed materially to the 
programs. 


services, 
con- 
success of the 


If it would be helpful to you, I should 
be very happy to furnish you periodically 
with a list of important upcoming programs, 
together with background material on them. 

David Frederick, Director of War 
Programs, Office of War Information, Wash- 
ington. 


Display Contest Meeting 
Held By Clopay 

The Clopay Corporation, Cincinnati, which 
is one of the sponsors of the nation-wide 
display contest to be held in connection with 
the Sixth War Loan drive, held a luncheon 


DISPLAY WORLD 


on October 25 to acquaint variety store ex- 
ecutives with the event. The meeting took 
place at the Park Lane hotel, New York 
City; more than 100 attended, representing 
the top executives of the major variety store 
syndicates, together with a number of ex- 
perts in the fields of advertising and dis- 
play. 

The luncheon was presided over by A. L. 
Thexton, executive vice-president of Clopay. 
Speakers, in addition to Thexton, were Or- 
ville Poland, assistant field director of the 
War Finance Division of the U. S. Treas- 
ury; Charles W. Alexander, of the War Ad- 
vertising Council, New York City, and W. 
W. Chaplin, National Broadcasting Com- 
pany commentator and author of “70,000 
Miles of War.” 


Syndicate executives veiced en- 
thusiasm for the War Loan display promo- 


tion and pledged their cooperation. 


present 


Brought out at the meeting was the fact 
that Clopay has mailed contest kits to 10,000 
five-and-ten and variety stores throughout 
the country. The kits contain a manual of 
instructions supplied by the U. S. Treasury; 
a broadside listing rules and regulations and 
reproducing pictures of variety store window 
displays entered in the Fifth War Loan 
contest; an easel card explaining the pur- 
pose of the display, and a window streamer 
with an appeal directed at the public. 

Stores are asked to feature a War Bond 
from November 20 
Limited price variety 


promotion window 

through December 16. 
stores are a major outlet for Clopay window 
shades, venetian blinds and garment storage 
bags, and it 1s to this class of stores that 
Clopay is $10,500 in War Bond 
prizes as one of the sponsors of the national 


offering 


contest. The same sum is being awarded in 


each of ten other classifications. 





—At the recent Clopay Corporation meeting in New York City: J. J. Newberry, Jr., F. S. New- 
berry, both of the J. J. Newberry Company, and Carl O'Keefe, vice-president, L. A. Darling 
Company, listen to plans for Clopay point-of-sale promotion as outlined by Albert Bliss, Bliss 


Display Corporation, New York City— 
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ATTENTION! 


OHIO, INDIANA and 
KENTUCKY 


DISPLAYMEN 


* 


19 LINES 


FROM WHICH TO CHOOSE 


MANIKINS 
SEY PRrECES 
FLOWERS 
FABRICS 
FLOOR COVERINGS 
WOOD—GLASS—LUCI 
FIXTURES 


TE 


We buy or trade in manikins or refinish 


them like new. Refinished manikins for sale. 


LEROY W. FRYMAN 


Window Displays & Equipment 


KEITH BLDG. DAYTON 2, O. Fu-4202 








IMMEDIATE DELIVERY 


STAPLES 


e FOR KLING-TITE No. 34 
e FOR HANSCO T-2 

e FOR HANSCO 44-46-48 
e FOR COMET 

e FOR MARKWELL 


and most all other machines 
We invite your inquiry 


GENERAL STAPLE CORP. 


1133 Broadway New York City 10 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 











Get Dazzling Display Effects 
with 
e DIAMOND DUST 
e SILVER FLITTER 
e CRYSTAL BEADS 
e GLASS TINSEL , 
Glass Tinsel is available in Silver, Gold, 


Blue, Green, Red and Black 


Prices and samples furnished upon request 


> EMPIRE TINSEL & BALLOTINI CO. 


New York, N. Y. 





§ 1265 Broadway 
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Opportunity Exchange 


DISPLAY WORLD 





NOVEMBER, 1944 








OWN A CAR? 
LRA oR SX? 


JANUARY ist AND POSTWAR 


OPPORTUNITY 


Is Knocking in Dayton, Ohio 
For Steady, Ambitious 


Displayman & Signwriter 

© 

Man able to satisfy all types retail stores 

on a regular weekly trimming schedule. 
e 

Steady income on a percentage basis lim- 

ited only by your ability. 
% 


YOU must own car 

YOU must have ambition 

YOU must be experienced 
Send your photo, all information, income 
expected in first letter. 


Rempcnnes waa 
‘are DISPLAY WORLD 


This unusual opportunity is made by a well 
known successful service now in its eleventh 
successful year. 





SHOW CARD WRITER 


Unusual opportunity for experienced man 
or woman to supervise large sign oper- 
ation in Chicago department store. Some 
knowledge of process printing and type 
setting helpful but not essential. Salary 
to start $45.00. Write history of former 
employment, education, age, etc. 


L. Bartling, Employment Mgr. 
Wieboldt Stores, Inc. 


106 S. Ashland Ave. Chicago 7, Ill. 


WINDOW DRESSER 
FOR CANADA 


For finest lingerie specialty chain 
stores. Good salary and oppor- 
tunity for experienced man in this 
line. Mail applications to: 


Address BOX “‘B. L.”’ 
Care DISPLAY WORLD 











WANTED 


DISPLAY PRODUCTS, IDEAS, DE- 
SIGNS. Reputable display organization 
serving national network of progressive 
display supply houses offers unusual op- 
portunity to manufacturers or designers 
for marketing their products adaptable to 
display business. 


Address “‘D. F.”’ 


Care DISPLAY WORLD 


DISPLAY EXECUTIVE 
of large Middle West department store 
desires to change his position on or about 
January 1, 1945. 
Address “S. J.” 
Care DISPLAY WORLD 








WANTED 
Experienced retail man qualified to assist 
owner of small department store near St. 
Louis. Excellent future for right party. 
Address “BOX N. S.” 
Care DISPLAY WORLD 








Young Man with Designing 
and Manufacturing Experience 


\ long-established display fixture manu- 
facturer has an opening for a man with 
the above experience. Good pay and un- 
usual opportunity for advancement. Give 
details of experience in your reply. Every- 
one in our firm knows about this ad. 


Petco 7. 


rare DISPLAY WORLD 








WINDOW TRIMMERS FOR 
DEPT. STORES 


We operate 8 dept. stores in Westchester 
and Connecticut and need window trim- 
mers and assistants who seek a good 
position NOW and for postwar. Regu- 
lar hours. Happy surroundings with fine 
merchants since 1897. 


Please make appointment by mail. 


Genung’s New York Office 


225 W. 34th Street New York City 


CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 








DISPLAYMAN wanted immediately by quality 
home-furnishings store in Phoenix. Must have 
interior decorating knowledge and experience on 
windows and interior displays in quality store. 
A permanent, pleasant connection with good pay. 
Write details of qualifications, enclosing photos 
of displays you have originated. DORRIS- 
HEYMAN FURNITURE CoO., Phoenix, Arizona. 








DISPLAY LINES 
WANTED 


Aggressive sales representa- 
tive and jobber wants addi- 
tional lines for South and 
Southwest. 


Address “‘D. T.” 
Care DISPLAY WORLD 








POSITION WANTED 


DISPLAY MANAGER now employed in high- 
class men’s and ladies’ clothing store would 
like to make change starting January, °45. Thor- 
oughly experierced in all phases of display, 
designing and construction of backgrounds. Own 
copyrighted backgrounds. Over 25 years’ expe 
rience all lines. Excellent cardwriter and 
cutawl operator. Interested only in a position 
with postwar future in cities: Chicago, Phila- 
delphia, Pittsburgh, Washington, Cleveland, etc. 
Detailed answers would be appreciated. 


Address “fH. K.”’ 


Care DISPLAY WORLD 


WINDOW DISPLAYMAN to _ handle 
piece goods, home furnishings, men’s 
and women’s wear for Florida depart- 
ment store. State age, qualifications, sal- 
ary expected in first letter. Address 


“BOX SS,” care DISPLAY WORLD. 








WANTED 
Line of plaster and wood novelties and 


displays by large New York distributor. 


Address “D. C.” 
Care DISPLAY WORLD 











DISPLAY MANAGER AVAILABLE! 


Department store and men’s wear experience; 
modern, original merchandise display specialist; 
25 years’ successful record; advertising knowl 
edge; draft exempt Now employed; blue 
ribbon references. Postwar position with mod 
ern store considered. 


Address “A. W.,” care DISPLAY WORLD 














Home Study 
“LESSONS IN WINDOW DISPLAY” 
A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, III. 











USE THE 
OPPORTUNITY EXCHANGE 


For any a" AD purpose: 


see WAN POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch— CASH WITH ORDER 
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Bush Joins Zachry's 
As Display Head 

Formerly with Kline’s, Atlanta, H. M. 
Bush has been appointed display manager 
of Zachry’s, of the same city. 
Eugene W. Turner, who recently joined the 
Muse Clothing Company. Before making 
his home in Atlanta, Bush was for 
years with Rutland Brothers, St. Petersburg, 
Florida. 


He succeeds 


many 





Spring Developments 
Announced By Lynn 

Novel developments in display properties 
for spring are in process at Lynn Display, 
17 West 45th street, New York 19, it is 
announced by Gene Podell. The firm spe- 
cializes in papier mache and paper sculpture. 





Ellis Appointed 

By Crosby's 

Succeeding the late Edward Munch, Wil- 
liam J. Ellis has been named display and 
advertising manager for Crosby & Hill 
Company, Wilmington, Del. Ellis was for- 
merly with Speare Brothers, Chester, Pa., 
for ten years and prior to that time spent 
several years with Adler & Childs, Dayton. 





Milwaukee Firm Announces 
Display Service 

A display service designed for stores not 
employing a professional displayman was 
recently inaugurated by Display Corpora- 


tion, 357 East Erie street, Milwaukee 2. 
The plan provides for tailored-to-fit win- 
dow trims on a continuous service basis. 


Each quarter a subscribing store is shipped 
two sets of ready-to-install displays for each 
window, the assortment including center 
units, price tickets and show the 
service also provides background material 
Complete in- 
structions enable even inexperienced person- 
nel to install a smart setting, it is said. 
The service is the handiwork of Lloyd 
Sauer, president of Color Print, Milwaukee 


cards; 


and floor covering, if desired. 


DISPLAY WORLD 


—an organization specializing in advertising 
for the shoe industry—and Al Howard, then 
with the Brown Shoe Company and previ- 
ously in retailing. Display Corporation was 
accordingly set up as a division of Color 
Print. 
given exclusive rights to the displays in their 
material supplied is 
seen in the accompanying illustration. 


Stores subscribing to the service are 


community. Typical 


London Reports 
On English Display 

Our London correspondent states that in 
anticipation of V-day in Europe there is a 
big demand for patriotic decoratives for the 
day peace finally comes. “One well-known 
supply house with old stock from the Coro- 
Big stores are buying 


nation has sold out. 


whatever they can find and there is little 
left. Peace will be celebrated with old 
stock, and display managers will have to 


improvise from any materials they have on 
hand. 


“On tour now in the United States is the 
Daily Express’ exhibition featuring a full- 
scale replica of the ‘doodle-bug’ or robot 
bomb; this will assist our good friends 


across the Atlantic to visualize living con- 
ditions on the fortress island of Britain dur- 
ing the days of flying bomb attack. 
“Incidentally, the traveling exhibition as 
a means of information has found a cham- 
pion in the person of the Member of Par- 
liament for Halifax. Speaking in Edinburgh 
on September 11, he urged that a British 
‘exhibit ship’ should tour the world to show 
our goods in every country. The Depart- 
ment of Overseas Trade, he said, could af- 
ford to spend about half a million pounds 
($2,000,000) on hospitality 
showing the excellence of British goods. On 
afloat, for the 
entation of goods to assist in regaining our 


and exhibitions 


wheels or need visual pres- 


overseas market is obvious. 

“And still speaking of exhibitions, one of 
the finest, most impressive wartime exhibi- 
tions recently was on show at Dorland hall, 
Regent street; it was staged by the Royal 
Norwegian government as a_ farewell to 
Britain.” 



















































Of interest to the 
whole fashion and retail world 
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Heavy No. 800 Cellophane 


DRESS COVERS 


| Large Size—8 inches by 21 inches 


*11.50 per hundred | 


Order now while supply lasts 


NATIONAL HANGER CO., INC. 


| 545 Eighth Avenue, New York, N. Y. 

















For Victory 
Buy U. S. War 
STAMPS and BONDS 










































































Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are inteersted. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

() Air Brushes 

(| Airpainting Equipment 
| Animated Signs 
(] Artificial Flowers 
() Artificial Snow 
(] Backgrounds 
{] Background Colors 
() Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Dye, Rug and Carpet 


1 


OO 


OOO0O0O 


OO00 


OOOO 


IOI 


{) Enlarging Projectors 
{) Fabrics and Trimmings 
{) Fixtures 

() Flags and Banners 

{] Foils 

[] Glass Specialties 

[) Grass Mats 

(} Hosiery & Shoe Forms 


| Invisible Glass 
] Lithographed Displays 
|] Mannequins 
-}] Mouldings 
} Metal Sheets 
] Millinery Heads 
}] Motion Displays 
} Motion Mechanisms 
[] Natural Foliage 
{| Pageants & Exhibits 
{] Paper Sculpture Displays 
| Plaques (Window) 
| Papier Mache Specialties 
| Photographic Blowups 
) Plastics 
) Price Cards—Tickets 
| Price Ticket Holders 
() Ribbons 
{) Sale Banners 
{) Socks—Window 
[) Show Cards 
[} Show Card Colors 
[) Show Cases 
{] Show Case Lighting 
(] Signs—Card Holders 
Signs—Brass—Bronze 
{] Signs—Electric 
{}] Sleeve Forms 
| Store Designing 
|} Store Equipment 
[] Store Fronts 
) Tackers 
Time Switches 
Turntables 
Valances 
[] Veneers (Imitation) 
|} Wall Board 
) Wigs 
} Window Lighting 
[] Do you wish a copy of their catalogue? 
[] Do you plan to remodel your store soon? 
[) Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 


CINCINNATI, OHIO 


wMnmnnmenoer 
: 


Firm 

Display Manager 

Street 

City State 

















DISPLAY WORLD 


R Se : ° 


NOVEMBER, 1919 


3rowder returned from service in 
Rosenstock & Co., 


One 
France and rejoined A. 
Petersburg, Va. 

W. Guy Warner resigned as display man- 
ager of D. S. Komiss Company, Chicago. 

Edward A. Curtis, formerly with Neu- 
stadt’s, La Salle, Ill., joined Rothschild’s, 
Minneapolis, as display manager. 

Formerly with Wieboldt Stores, Chicago, 
James Lashoff became head of display for 
The Lyon Store, Hammond, Ind. 

Roy H. Hollis, recently discharged from 
the United States Tank Service, assumed 
charge of the display department at Ville de 
Paris, Los Angeles. 

J. H. Everetts resigned as display manager 
for Spines, Wichita, to take a similar posi- 
tion with John T. Harlin Clothing Company, 
Topeka. 

Returning from service in France, Will- 
iam FE, 
tion as display manager for the Mapes Com- 
pany, Lansing. 


NOVEMBER, 1934 

William Schmidt became display director 
for the three Schuster stores in Milwaukee 
after fourteen years with that organization. 
He succeeded John W. Trimm. 

First prize of $200 in the national “A-B- 
C” percale display contest was won by 
Frank Early, Gilchrist Company, Boston. 
Winners of $100 and $50, respectively, were 
Lothar Dittmar, D. M. Read & Co., Bridge- 
port, Conn., and L. A. Einhorn, Hess Broth- 
ers, Rockford, III. 

David Lillis, formerly with Oppenheim 
Collins, Buffalo, and Bedell’s, Detroit, took 
display department of Hens & 
Buffalo. He replaced Philip Bel 


Erwin re-assumed his former posi- 


over the 
Kelly, 
lanca. 

Floyd Tucker joined Grunbaum Brothers, 
Inc., Seattle, as display manager. He had 
been with Livingston Brothers of the same 
city until that retired 
business. 

C. R. Crawley, formerly of the Hub Cloth- 
ing Company, Savannah, joined The Big 
Store, Auburn, N. Y., as display manager. 

W. L. McCurry, past president of the dis- 
play club of Shreveport, La., and of the 
Southern Display Men's Association, died 
in Veterans’ Hospital, Alexandria, Va. 

Jerome Walter resigned as display man- 
ager of Lane Bryant, Inc.. New York City. 


organization from 














COMING UP! 


Thanksgiving Day—November 23 (in 
all but eight states). 


Pearl Harbor 
ber 7. 


International Golden Rule Week—De- 
cember 10-18. 


Winter Begins—December 21. 
Christmas—December 25. 


Anniversary—Decem- 


New Year’s Day—January 1. 





NOVEMBER, 


1944 








ADVERTISING INDEX 
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Acme Bulletin & Directory Board Corp. 


Adler-Jones Co. eet Sarre ea 
Asraniay Wig Ce............... 
Arrow Dec. & Fixture Co. 
Austen Displays ........... 


Ballou Co., Edw. C. 
Becker Sign Supply Co. 
Bliss Display Corp. 
Bridge, Everett M... 
Bulkley, Dunton & Co.. 


Champion Display Mtl. Co. 
Chicago Cardboard Co.. 


Dartiag Ca, L. A...... 
Decorative Plant Co. 
Dingleman Co. ........ 
Display Corporation .. 
Display Equipment Corp. 
Display Mannequin, Inc. 
Doerr & Associates..... 


Eaton Bros. Corp....... 
Empire Tinsel & Ballotini Co. 
Everglades Palm Co..... ; 


Facil Fabrics Co. 
Fryman, Leroy W. 


Garrison-Wagner Co. 
General Display Corp. 
General Staple Corp. 


Hamberger, Inc., David 
Helms Chemical Co. 


International Pictures, Inc. 
Ivano, Inc. 


Kawneer Co., The 
Korrect-Way Display Products 


Laverne Originals 
Lloyd Co., Inc., W. H. S. 
Lynn Display 


Madisonia Manikins 
Magnani Mannequin Co. 
Maharam Fabric Corp. 
Manhattan Wood Letter Co. 
Marquardt & Co... 
McGraw-Hill Book Co. 
Merkle-Korff Gear Co. 
Metal Displays Co. 

Mileo, P. C. 

Morgan Co., The 


National Art Studio 

National Assn. of Display Industries 
National Hanger Co. 

National Sawdust Co. 


Opportunity Exchange 


Pacific Exhibits Co. of Illinois 
Plastex Decorative Products 


Radiant Glass Fibers Co. 
Reeve Co., Hurum E. 
Regalia Mfg. Co. 
Reyburn Mfg. Co. 

RIP Studio 

Royal Displays 

Rustic Furniture Co. 


Scheuer Mfg. Co. 
Shipman, Frederic 
Siegel, Nat 

Silvestri Art Mfg. Co. 
Speedway Mfg. Co. 
Staples-Smith, Inc. 
Stensgaard & Associates, W. L. 


Taffel Brothers 

Television Workshop 
Thayer & Chandler 
Timbertone Decor. Co., Inc. 
Transparent Shade Co. 
Tropicraft 


Williams, Inc., Jas. B. 
Wold Air Brush Mfg. Co. 


Zacks, A. 


Zeppen-Field Studios, W. M. 
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si 9" High 

b 8'' Aquaplate Glass Top 

- $7.30 Each 

) No. WS-63—PLATEAU 

6 4"" High, 16" Wide 
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To displaymen thoughts now turn to Spring and 
planning for this active merchandising season. 
You'll want to bring a new atmosphere to window 
and store and there is nothing finer than a well 
selected array of new, modern plastic fixtures as 
originated by the house of Scheuer. Here you find 
Lucite and Plexiglas transformed into distinctive 
fixture creations to enhance the display of mer- 
chandise. Illustrated are selected units from a large 


and diversified line that can be supplied promptly 
from a limited stock; but due to present condi- 


tions, orders must be filled in the order received. 


Welcome 


A. M. C. — CAVENDISH —N. R. D. G. A. 


and all visiting displaymen! 


USE THIS ORDER BLANK 


FF SSS SS SSK LSS SSS SS SSSSSSSSSSSSSSSSSeeeeoaaaaee 


SCHEUER MFG. CO. 
307 W. 38th St., New York City. 


ease ship the following units: 

QUANTITY STYLE No. 
ess 
red by 
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” Model No. $-100 


$119.50 


WY ge ~ : 
¥ 4 Professor Sacha S. Schnittmann, Sc., has an international reputation as a 


ee 
! 


sculptor. He is nationally known in the mannequin and display field as the 


foremost disigner of artistically beautiful and anatomically authoritative 


mannequins. He is ably assisted by Francine Clarke Schnittmann, an artist 


and sculptor of note. Professor Schnittmz nn is the author of numerous pub- 


lications on this subject and has lectured and demonstrated at a number of 


display conventions. Professor and Mrs. Schnittmann will be remembered 


as the designers of the famous “Sacha-Francine” mannequins, which, for 


the first time, brought true beauty and rich artistry to mannequin figures and 


displays. Their full time is now being exclusively devoted to the design and 


production of this new line. 


Illustrated is Mannequin No. S-100, 
designed and executed in the man- 
ner found only in mannequins by 
Schnittmann. The hody is light- 
weight papier-mache with arms ad- 
justable at shoulder. The beautifully, 
designed head has been produced 
with infinite care and with the finest 
of detail, and will be available in 


both papier-mache and composition 


plastic. Each mannequin is furnished 
with a sturdy supporting base. The 
wig by Corsillo is in the latest mode 
for 1945. Our production department, 
through the use of new and better 
materials and backed by 22 year's 
experience in papier-mache and re- 
search in plastics, has produced the 
finest and most durable mannequins 


on the American market. 


Model No. S-100, illustrated, and many other models of this new line 
are available for prompt delivery. Write for full information and be the 


first in your locality to display these truly modern 1945 mannequins. 


922 Ss. EIGHTH ST 


COMPANY 


§1. LOUIS 2, MO: 





